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. AT THE TOBACCO GROWERS’ INFORMATION COUNCIL ANNUAL MEETING... 

V 

ft Rcileigh, N. C. 


C 


[JAMES C. BOWLING* ] 


in these days when our industry is 
faced with serious problems, I think it's 
important that we meet together and 
exchange ideas. We are under heavy 
attack because of the health question 
and we must alli work together to find 
the answef. 

Let us not try to find a “Government 
Answer." Let us not try to find an “In¬ 
dustry Answer" Let us try to find the 
truth! w 

In my opinion there are three words 
which best express the course of action 
we should all take in the face of this 
problem. These three words are: care- 
cooperation—confidence. 

•The tobacco industry is one of the 
major industries irr the United States, 
. Before., irrppai^bfe damage 'is done to 
its reputation,‘we*hope spokesmen who 
take a position against us will exercise 
cere. 

For example, we hear publicity about 
illnesses associated with cigarette smok¬ 
ing. Many times they are careful not 
to say these illnesses are caused by 
cigarette smoking, but one is likely to 
assume that this is what is meant. 

One fallacy in concluding that illness 
is caused by smoking is obvious to any 
thoughtful person. The fallacy is this: 
If we knew that the subjects of this 
study were exactly alike in all other 
respects, and that the only difference 
was in their smoking or non-smoking, 
we might then be ablU to conclude that 
the difference in health was caused by 
smoking. 

But we know that this has not been 
true. As more studies are completed, 
the evidence increases that different 
physical and emotional characteristics 
and habits of life are associated with 
cigarette smoking and non-smoking. 

For example, there is evidence that 
smokers, as a class, marry more often, 
change jobs more often, are more ath¬ 
letic, drink more alcohol and drink more 
black coffee. Cigarette smoking may be 
a reflection of some of these characteris¬ 
tics and habits. 


Tranquilizers citsd, too 


•' November 29, 1968 


now discovered that the death rate from 
stroke and heart attacks was “consider¬ 
ably higher” among those who usually 
slept nine or 10 hours a night than for 
those who slept Severn hours a night. 
And for persons who slept 10 or more 
hours a night, the death rate was 288 
per cent higher than for those who 
slept seven hours! 

It was not: concluded that “excessive 
sleep” will kill people. Among the long- 
sleepers there are enough people whose 
greater requirements are due to life¬ 
shortening illness to affect the mortality 
statistics of the whole group. No one 
would expect the longevity of such 
people to be improved by restricting 
them to seven hours sleep a night. 


Conclusions unwarranted 


Some respected doctors and sci¬ 
entists do not accept the statistical 
evidence of the Surgeon General^ Re¬ 
port as being conclusive. Furthermore, 
they feel that tho,se conclusions are not 
warranted. 

These scientists and doctors are re¬ 
spected by their colleagues and there 
is no evidence that they represent the 
tobacco industry. It would appear to 
be an honest difference of opinion 
among doctors and scientists. 

Here is a most important fact to bear 
in mind: There are more than 1100 
compounds in tobacco, and to date, no 
one has proved that in the quantities 
found in cigarettes, any one or them is 
harmful to nealth. 

We would like the public to be fully 
informed. We would like the informa¬ 
tion that reaches them to be factual 
rather than emotional or incomplete. 
The people of this industry are re- 


Cigar lor boss... 


A recent study showed that people 
who use tranquilizers have a much 
higher death rate than those who do 
not. The author did not conclude that 
tranquilizers kill people. 

Ym sure most of you saw the story in 
the paper about sleeping. It said they 



* Excerpts from remarks by Mr. Bowling, group 
Vice president, PkiHp Morris, Inc., at the annual 
meeting of the Tobacco Growers' Information Com• 
mittet on October 29, 1969. 
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sponsible citizens and have reacted to 
charges against tobacco with restraint 
and logic. 

Cigarette smoking is first and fore¬ 
most one of fifes pleasures. Along with 
coffee, tea and some beverages, ciga¬ 
rettes belong to the family of natural 
products which tend to relax people 
who are tense and help people who 
are bored and depressed. 

Some people have always had mixed 
feelings about things that give us 
pleasure—they think that pleasurable 
things are sinful. We believe some of 
the attacks on cigarette smoking could 
stem from these sources. . - 


No laboratory proof 


The average American is a reasonable 
man-a thoughtful man. He will re¬ 
spond to the truth. He is entitled to 
the truth. He shouldn’t be confused and 
frightened by inconclusive evidence. 
We know that, in fact, there is no labo¬ 
ratory proof that smoking ever gave 
cancer to a human being. We know 
that people who don’t smoke do get 
lung cancer and most smokers never 
get lung cancer. 

With the national election approach¬ 
ing, I think it is significant that one of 
our major political parties, in its party 
platform, comments on the tobacco and 
health questions. 

It says it advocates a positive ap¬ 
proach to the issue of health and to¬ 
bacco. Quote: “We recommend a co¬ 
operative effort in health and tobacco 
research by government, industry and 
qualified scientific bodies, to ascertain 
relationships between human health 
and tobacco growth, curing, storage and 
manufacturing techniques, as well as 
specific medical aspects of tobacco 
smoke constituents." End of quote. 

I believe this indicates that an im¬ 
portant segment of American public 
opinion recognizes this is not a closed 
issue and that more cooperative re¬ 
search is necessary. 


Matter of responsibility 


ti«r Admiral JomS C. Wyll*. Newport oaval 
boss eooimoi^r, by Cast. Am L Ducey, m 
S o ooiotloi tf kor prw*«Mo* to oaptalo. 

Tko baso pla*« oOeor, U« I* o*o of mIm oaval 
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I think if the average smoker knew 
all the so-called scientific evidence 
against smoking, he would say, “I don’t 
buy it. I need better proof than that. 
When you have real proof, 1*11 be glad 
to listen to you!" 

Joseph F. Cullman 3rd, chairman of 
the board of Philip Morris, Inc., said: 
“Despite the fact that direct proof of 
a cause and effect relationship is still 
lacking, at Philip Morris we accept the 
responsibility to the vast and loyal 
numbers of cigarette smokers-both in 
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tlie United States and throughout the 
world—who enjoy and derive pleasure 
and satisfaction from our brands/' 

The second and perhaps the most 
important aspect in regard to finding 
the solution to the controversy that faces 
us, is; cooperation. 

Perhaps no other group of people 
knows the value of cooperation better 
than tobacco growers. You know how 
valuable cooperation can be, for by 
working together and through your co¬ 
operation with the U'Si Department of 
Agriculture, you have been able to do 
an outstanding job. Our industry has 
always stood ready to cooperate with 
the government, for only by working 
together can we be successful. 

We do not regard the government 
as an enemy. When people within 
government make statements about 
cigarettes and healthy they are stating 
their honest opinions. We have a right 
to disagree with their opinions, and in 
some cases we do. 

This underscores the necessity for 
cooperative efforts. Only in that way 
can there be a meeting of the minds 
and a solution found which will be satis*- 
factorv to all concerned. 


Legitimate questions 

In 1954, we recognized that legiti¬ 
mate questions existed about smoking 
and health. Manufacturers joined with 
growers and warehousemen and this 
mutual cooperation led to the establish* 
meat of the Council for Tobacco Re¬ 
search—USA. 

Since then its Independent Scientific 
Advisory Btiard has provided grants 
amounting to more than $13 million 
to some 300 scientists in over 100 hos-? 
pitals, universities and research in¬ 
stitutions. 

These grant recipients are assured 


complete scientific freedom in pursuing 
their inquiries, and they, independently 
report their findings to medical and 
scientific organizations. To date they 
have published 674 pertinent papers. 

More recently,, as you know, mv 
company and five others have commit¬ 
ted some $ 18-million to the American 
Medical Association's Education and 
Research Foundation for extension of 
this research. 

As reported this summer, the com¬ 
mittee of scientists which determines 
grants from, these funds has already 
recognized that there is “a long hard 
road to travel” in establishing any kind 
of cause and effect relationship between 
tobacco use and health. 

We have invested these millions of 
dollars because we have confidence. We 
do this in the interest of determing the 
scientific truth and with'confidence that 
the truth will not hasten the day of our 
demise. We do so with a complete and 
moral desire to find the truth. 


conclusively that they want to smoked 
We get a lot of mail from people 
around the world telling us how much 
thev enjoy our cigarettes. Here is an 
excerpt from one letter 1 shall never 
forget. 


Quotes chaplain's letter 


'Unfair' taxation 


Ouri own industry has another un¬ 
fair burden to bear—heavy and dis¬ 
criminatory taxation. Cigarette smokers 
in particular are being discriminated 
against by increasing State and Muni¬ 
cipal taxes. It is totally unwarranted 
and unjust. 

Cigarette, users, by virtue of paying 
the extra taxation, receive no special 
benefits; in return. Where cigarettes are 
concerned^ expediency rather tax equity 
seems to be the rule. This seems to ap¬ 
ply to taxing authorities at all levels of 
government 

Why should^ tobacco, a major agri¬ 
cultural commodity of the nation* carry 
this staggering burden? When addi¬ 
tional revenues are needed, why single 
out cigarettes and cigarette smokers to 
carry such a large percentage of the 
tax burden? .-.— 

Despite all the problems we face, 
there is one fact about tobacco that 
has been established over the past few 
years—Americans like to smoke ciga¬ 
rettes. That should give us confidence. 

In 1964, the year of the Surgeon 
General’s Report, there were 53 brands 
and styles or cigarettes selling on the 
American market. Today there are 92 
different kinds available. 

When a manufacturer markets a new 
cigarette, is represents a great deal of 
planning, investigation, testing, and the 
investment of large amounts of money. 
The proliferation of cigarette types and 
brands i$ also an indication of com 
fidenoe we have in the future of our 
industry. 

I Relieve that the tobacco industry is 
in a very strong position. We have the 
confidence of an overwhelming number 
of Americans and of people throughout 
the world. People have demonstrated 


It’s from a chaplain* at a Marine 
field hospital in Viet Nam. Here is what 
he writes: ' f. 

“Requests for your cigarettes are 
always ringing in our ears. When the 
wounded ask fbr cigarettes, I think we 
should expend every effort for these 
guys who have given so much of their 
time, and many times their body. No 
matter what anyone believes of this 
war, they ought all to feel compassion 
for the effects on our young men, and 
do what they can in the name of hu¬ 
manity, to heed their plea for a little 
pleasure.” 

I believe that speaks for itself. 

When we speak of the tobacco in¬ 
dustry, we have to include many people 
and businesses we may not normally 
consider to be a part of it. I think we 
have many more allies and friends than 
we believe. 

A major industry in the United States 
is the vending industry—coin-operated 
vending machines. In 1967 they did 
more than $4.5-billion in business. The 
greatest share of this, one billion, 700 
million dollars was accounted for bv 
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cigarettes. 

Thev are investing vast amounts of 
money in new equipment. Some of the 
newer vending machines can now ac¬ 
commodate as many as 40 different 
brands of cigarettes. They have con¬ 
fidence in the future of our industry. 


Retail operations ^ : “ 

• One of the fastest growing retail 
operations in the Uhited States is the 
convenience store. They are the small 
groceries that are open from 7 a.m. till 
11 at night. A study was made of their 
sales pattern, taking into consideration 
unit sales, dollar sales and dollar margin 
—the item that ranked number one was 
cigarettes! 

There are more than 15,000 of these 
stores in the United States and they are 
growing rapidly. In the past six years 
they enjoyed a 65.8 per cent increase in 
cigarette sales. In 1967, their sale of 
tobacco products was approximately 
$225-million. They have confidence in 
the future of our industry. 

The same pattern exists in regard to 
tlie supermarkets. The latest figures 
availiibta show there are 32,705 super¬ 
markets doing an annual volume of 
$50i5-bi!lion. Cigarette sales accounted 


for approximately $2:5-billion of that. ' 
•Letter In: Tl (\ B from Chaplain {J.tV Eil«-in 


V. Buhula, l\ S. Naval Sujnvrt Activity, Da 
Xantf. Viet Nam. Dated June 30j 1968. 
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They must have confidence in the fu¬ 
ture-'of our industry. 

These are but a few examples of how 
basic the tobacco industry is to every 
aspect of our society. We do not be^ 
lieve all these people, all across the 
nation, are involved in a conspiracy 
against the well-being of anyone. I be¬ 
lieve they are as responsible as anyone 
else. 

Assistance welcomed 

The pattern of growth in our in¬ 
dustry and the success we enjoy also 
brings with it a greater sense of re¬ 
sponsibility. We are aware of this re¬ 
sponsibility ancl accept it. We are con- | 
tinually working to improve our prod¬ 
ucts in every way. We welcome con¬ 
structive assistance from all sources— 
government as well as private. There 
is no reason to believe that with our 
capacity for scientific and technologi¬ 
cal innovation we cannot continue to 
Tiake progress. | 

Smokers throughout the world know 
the integrity and quality of American, 
cigarettes. We have grown, manu¬ 
factured and sold products of the high¬ 
est quality since the beginning of our 
industry'. j; 

We have spent many years building 
our reputation The quality of tobacco 
we grow in this country enjoys a high 
reputation everywhere. j 

The Good Lord in his infinite wisdom 
saw fit to create here, in the Uhited | 
States, a unique combination of soil, j 
climate and intelligent populationi 
These factors combine to produce to¬ 
baccos that have not yet keen dupli¬ 
cated anywhere in the world! 

I believe that the outcome of this 
controversy will result in benefits for 
all parties concerned with this issue. 
Through continuing efforts in scientific 
investigation we are learning more 
about tobacco and filtration than the 
‘world lias ever known. An unprece¬ 
dented number of scientific institutions 
and individuals are now involved in 
this question. 

> The tobacco industry heartily sup* 
ports this effort. We are anxious that 
every shred of evidence or alleged 
evidence be investigated to the fullest. 

Faith in results 

At Philip Morris our position has 
long been clear. We have faith in the 
results that will come from these efforts. 

You have heard reports about de¬ 
clining sales in the cigarette industry. 
We estimate at this time, that domestic 
sales for 1963 will be approximately 
equal to those of last year. 

Even though my own company i.s 
some nine per cent ahead of our record 
of a year ago, all of us are naturally 
concerned. The industry is not moving 


ahead in its traditional pattern. We 
must remember, however, these figures 
do not include more than one million 
American servicemen stationed ovci- 


seas 


In this; country, the cigarette indus* 
try is a relatively mature indusUy-wc 
cannot always expect the pereapiUv con¬ 
sumption' of cigarettes to continue to 
increase at the same rate. 

Some years ago wc determined that 
great growth opportunity exists in in¬ 
ternational sales-in the rest of the 
world where people want American 
cigarettes but haven t always been able 
to afford therm Today, with increasing 
affluence around the world, they are 
able to buy them. 

It is encouraging to note that the ex¬ 
port of American cigarettes in 1968 is 
up approximately Uvo billion units over 
lit year. This amounts to an increase 
of 8.8 per cent. These figures should 
give us confidence, because they ob¬ 
viously reflect international demand for 
our products. 

Concern for people 

You and I know the people in the 
tobacco industry. We seek no profit at 
the expense of, or detriment to, our 
fellow citizens. We yield to no one in 
our concern with' the welfare of the 
American people. 

In summing up, the three key words 
are care—cooperation —and confidence. 

We ask the exercise of reasonable 


care from those in a position to in¬ 
fluence public: opinion. 

The tobacco industry offers coopera¬ 
tion with government and all other 
responsible agencies who are seriously 
interested in finding an answer to the 
health charges, ^e would like moie 
information to be discovered. Onl) in 
that way can wc have the needed 
answers. 

Let us not find a “Government 
Answer/* Let us not find an “Industry 
Answer.” Let us find the truth! 

We can then; all of us, look for¬ 
ward to the future with renewed con- 
fidcnce. d ■ ... 
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$69,000 in Ggarettes ' 
Stolen with Truck 

(Vto 41 *ntor Wire) 

CLEVELAND — A Mack 
truck and trailer loaded with 
8,364,000 Philip Morris ciga¬ 
rettes were stolen over we week¬ 
end; The FBI is investigating 
because it was an interstate 
shipment. 

The 679 cases of cigarettes 
were in the truck-trailer rig 
parked at the loading dock of 
the Hennis Freight Line here 
after arriving from Winston- 
Salem, N.C. * 

The cigarettes were valued at 
(69,000 and the rig at about 
$4,000; j 



Wins 
Scholarship To USC 


THOMAS J. AMACHER, of Sandy. . stu¬ 
dent at Eastern Washington State College, 
has received a one year Philio Morris, 
ftfi.. Sch olarship to the TJHIversky of 
Southern California. Amacher is a busi- 
ness administration major who has worked 
«t Williams Thriftway Stcre fn Sandy for 

® Food Distribu¬ 
tion Program, Sdwoi of Bm*mm Admini¬ 
stration, at use. Aammi- 
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They must have confidence in the fu¬ 
ture-'of our industry. 

These are but a few examples of how 
basic the tobacco industry is to every 
aspect of our society. We do not be^ 
lieve all these people, all across the 
nation, are involved in a conspiracy 
against the well-being of anyone. I be¬ 
lieve they are as responsible as anyone 
else. 

Assistance welcomed 

The pattern of growth in our in¬ 
dustry and the success we enjoy also 
brings with it a greater sense of re¬ 
sponsibility. We are aware of this re¬ 
sponsibility ancl accept it. We are con- | 
tinually working to improve our prod¬ 
ucts in every way. We welcome con¬ 
structive assistance from all sources— 
government as well as private. There 
is no reason to believe that with our 
capacity for scientific and technologi¬ 
cal innovation we cannot continue to 
Tiake progress. | 

Smokers throughout the world know 
the integrity and quality of American, 
cigarettes. We have grown, manu¬ 
factured and sold products of the high¬ 
est quality since the beginning of our 
industry'. j; 

We have spent many years building 
our reputation The quality of tobacco 
we grow in this country enjoys a high 
reputation everywhere. j 

The Good Lord in his infinite wisdom 
saw fit to create here, in the Uhited | 
States, a unique combination of soil, j 
climate and intelligent populationi 
These factors combine to produce to¬ 
baccos that have not yet keen dupli¬ 
cated anywhere in the world! 

I believe that the outcome of this 
controversy will result in benefits for 
all parties concerned with this issue. 
Through continuing efforts in scientific 
investigation we are learning more 
about tobacco and filtration than the 
‘world lias ever known. An unprece¬ 
dented number of scientific institutions 
and individuals are now involved in 
this question. 

> The tobacco industry heartily sup* 
ports this effort. We are anxious that 
every shred of evidence or alleged 
evidence be investigated to the fullest. 

Faith in results 

At Philip Morris our position has 
long been clear. We have faith in the 
results that will come from these efforts. 

You have heard reports about de¬ 
clining sales in the cigarette industry. 
We estimate at this time, that domestic 
sales for 1963 will be approximately 
equal to those of last year. 

Even though my own company i.s 
some nine per cent ahead of our record 
of a year ago, all of us are naturally 
concerned. The industry is not moving 


ahead in its traditional pattern. We 
must remember, however, these figures 
do not include more than one million 
American servicemen stationed ovci- 


seas 


In this; country, the cigarette indus* 
try is a relatively mature indusUy-wc 
cannot always expect the pereapiUv con¬ 
sumption' of cigarettes to continue to 
increase at the same rate. 

Some years ago wc determined that 
great growth opportunity exists in in¬ 
ternational sales-in the rest of the 
world where people want American 
cigarettes but haven t always been able 
to afford therm Today, with increasing 
affluence around the world, they are 
able to buy them. 

It is encouraging to note that the ex¬ 
port of American cigarettes in 1968 is 
up approximately Uvo billion units over 
lit year. This amounts to an increase 
of 8.8 per cent. These figures should 
give us confidence, because they ob¬ 
viously reflect international demand for 
our products. 

Concern for people 

You and I know the people in the 
tobacco industry. We seek no profit at 
the expense of, or detriment to, our 
fellow citizens. We yield to no one in 
our concern with' the welfare of the 
American people. 

In summing up, the three key words 
are care—cooperation —and confidence. 

We ask the exercise of reasonable 


care from those in a position to in¬ 
fluence public: opinion. 

The tobacco industry offers coopera¬ 
tion with government and all other 
responsible agencies who are seriously 
interested in finding an answer to the 
health charges, ^e would like moie 
information to be discovered. Onl) in 
that way can wc have the needed 
answers. 

Let us not find a “Government 
Answer/* Let us not find an “Industry 
Answer.” Let us find the truth! 

We can then; all of us, look for¬ 
ward to the future with renewed con- 
fidcnce. d ■ ... 
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$69,000 in Ggarettes ' 
Stolen with Truck 

(Vto 41 *ntor Wire) 

CLEVELAND — A Mack 
truck and trailer loaded with 
8,364,000 Philip Morris ciga¬ 
rettes were stolen over we week¬ 
end; The FBI is investigating 
because it was an interstate 
shipment. 

The 679 cases of cigarettes 
were in the truck-trailer rig 
parked at the loading dock of 
the Hennis Freight Line here 
after arriving from Winston- 
Salem, N.C. * 

The cigarettes were valued at 
(69,000 and the rig at about 
$4,000; j 



Wins 
Scholarship To USC 


THOMAS J. AMACHER, of Sandy. . stu¬ 
dent at Eastern Washington State College, 
has received a one year Philio Morris, 
ftfi.. Sch olarship to the TJHIversky of 
Southern California. Amacher is a busi- 
ness administration major who has worked 
«t Williams Thriftway Stcre fn Sandy for 

® Food Distribu¬ 
tion Program, Sdwoi of Bm*mm Admini¬ 
stration, at use. Aammi- 
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They must have confidence in the fu¬ 
ture-'of our industry. 

These are but a few examples of how 
basic the tobacco industry is to every 
aspect of our society. We do not be^ 
lieve all these people, all across the 
nation, are involved in a conspiracy 
against the well-being of anyone. I be¬ 
lieve they are as responsible as anyone 
else. 

Assistance welcomed 

The pattern of growth in our in¬ 
dustry and the success we enjoy also 
brings with it a greater sense of re¬ 
sponsibility. We are aware of this re¬ 
sponsibility ancl accept it. We are con- | 
tinually working to improve our prod¬ 
ucts in every way. We welcome con¬ 
structive assistance from all sources— 
government as well as private. There 
is no reason to believe that with our 
capacity for scientific and technologi¬ 
cal innovation we cannot continue to 
Tiake progress. | 

Smokers throughout the world know 
the integrity and quality of American, 
cigarettes. We have grown, manu¬ 
factured and sold products of the high¬ 
est quality since the beginning of our 
industry'. j; 

We have spent many years building 
our reputation The quality of tobacco 
we grow in this country enjoys a high 
reputation everywhere. j 

The Good Lord in his infinite wisdom 
saw fit to create here, in the Uhited | 
States, a unique combination of soil, j 
climate and intelligent populationi 
These factors combine to produce to¬ 
baccos that have not yet keen dupli¬ 
cated anywhere in the world! 

I believe that the outcome of this 
controversy will result in benefits for 
all parties concerned with this issue. 
Through continuing efforts in scientific 
investigation we are learning more 
about tobacco and filtration than the 
‘world lias ever known. An unprece¬ 
dented number of scientific institutions 
and individuals are now involved in 
this question. 

> The tobacco industry heartily sup* 
ports this effort. We are anxious that 
every shred of evidence or alleged 
evidence be investigated to the fullest. 

Faith in results 

At Philip Morris our position has 
long been clear. We have faith in the 
results that will come from these efforts. 

You have heard reports about de¬ 
clining sales in the cigarette industry. 
We estimate at this time, that domestic 
sales for 1963 will be approximately 
equal to those of last year. 

Even though my own company i.s 
some nine per cent ahead of our record 
of a year ago, all of us are naturally 
concerned. The industry is not moving 


ahead in its traditional pattern. We 
must remember, however, these figures 
do not include more than one million 
American servicemen stationed ovci- 


seas 


In this; country, the cigarette indus* 
try is a relatively mature indusUy-wc 
cannot always expect the pereapiUv con¬ 
sumption' of cigarettes to continue to 
increase at the same rate. 

Some years ago wc determined that 
great growth opportunity exists in in¬ 
ternational sales-in the rest of the 
world where people want American 
cigarettes but haven t always been able 
to afford therm Today, with increasing 
affluence around the world, they are 
able to buy them. 

It is encouraging to note that the ex¬ 
port of American cigarettes in 1968 is 
up approximately Uvo billion units over 
lit year. This amounts to an increase 
of 8.8 per cent. These figures should 
give us confidence, because they ob¬ 
viously reflect international demand for 
our products. 

Concern for people 

You and I know the people in the 
tobacco industry. We seek no profit at 
the expense of, or detriment to, our 
fellow citizens. We yield to no one in 
our concern with' the welfare of the 
American people. 

In summing up, the three key words 
are care—cooperation —and confidence. 

We ask the exercise of reasonable 


care from those in a position to in¬ 
fluence public: opinion. 

The tobacco industry offers coopera¬ 
tion with government and all other 
responsible agencies who are seriously 
interested in finding an answer to the 
health charges, ^e would like moie 
information to be discovered. Onl) in 
that way can wc have the needed 
answers. 

Let us not find a “Government 
Answer/* Let us not find an “Industry 
Answer.” Let us find the truth! 

We can then; all of us, look for¬ 
ward to the future with renewed con- 
fidcnce. d ■ ... 
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$69,000 in Ggarettes ' 
Stolen with Truck 

(Vto 41 *ntor Wire) 

CLEVELAND — A Mack 
truck and trailer loaded with 
8,364,000 Philip Morris ciga¬ 
rettes were stolen over we week¬ 
end; The FBI is investigating 
because it was an interstate 
shipment. 

The 679 cases of cigarettes 
were in the truck-trailer rig 
parked at the loading dock of 
the Hennis Freight Line here 
after arriving from Winston- 
Salem, N.C. * 

The cigarettes were valued at 
(69,000 and the rig at about 
$4,000; j 



Wins 
Scholarship To USC 


THOMAS J. AMACHER, of Sandy. . stu¬ 
dent at Eastern Washington State College, 
has received a one year Philio Morris, 
ftfi.. Sch olarship to the TJHIversky of 
Southern California. Amacher is a busi- 
ness administration major who has worked 
«t Williams Thriftway Stcre fn Sandy for 

® Food Distribu¬ 
tion Program, Sdwoi of Bm*mm Admini¬ 
stration, at use. Aammi- 
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Amer. Safety Razor j 


Names Goldenberg' 
Retail Manager 


(4) 
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American Safety Razor Co. has 
named Alan Goldenberg retail opera¬ 
tions manager for blades and toiletries, 
according to Peter A. Milone, ASR 
national sal£s manager, 

Mr. Goldenberg who will be located 
is the company's New York headquar¬ 
ters, was appointed New York district 
sales manager for ASR a year ago. He 
joined the company as a sales represen¬ 
tative in 1963 and was promoted to 
special accounts representative and 
assistant district sales manager prior 
to becoming a district sales manager 
in 1967. 

A native of Newark, N. Jl, and a 
graduate of Upsala College with a 
bachelor's degree in business adminis¬ 
tration, Mr. Goldenberg is married to ; 
the former Vicki Lynn Shapiro. They 
have one som and reside at 247 Oak ; 
Tree Road, Mountainside, N. J. i 
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Philip Morris Executives Share Dais With 
President and First Lady at Civic Affairs 



THAT'S THE CHIEF EXECUTIVE of Philip Morris Inc., Joseph F. Cullman 
3rd, seated next to the chief executive of the United States, President Lyndon 
Johnson, during Urban League Equal Opportunity dinner November 19 in New 
York City. Whitney Young Jr., executive director of the National Urban League, 
is shown addressing the affair, at which the President made a surprise appear¬ 
ance. Earlier that same day, Philip Morris* James Bowling (right photo), a 
vice president of the tobacco firm and an officer of Keep America Heautiful, 
kept Mrs. Johnson company at the Keep America Beautiful luncheon in New 
York. The event honoring the First Lady was attended by more than 500 people 
from 33 states. (Photos Courtesy "N. Y. Times”) 


December 12, 1968 


*• • - • 


Source: https://www.industrydocuments.ucsf. 
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Amer. Safety Razor / 
Names Goldenberg'l 
Retail Manager 

American: Safety Razor Co. has 
named Alan Goldenberg retail opera¬ 
tions manager for blades and toiletries, 
according to Peter A. Milone, ASR 
national' sales manager, 

Mr. Golden berg who will be located 
is the company's New York headquar¬ 
ters, was appointed New York district 
sales manager for ASR a year ago. He 
joined the company as a sales represen¬ 
tative in 1963 and was promoted to 
special accounts representative and 
assistant district sales manager prior 
to becoming a district sales manager 
in 1967. 

A native of Newark, N. Ji, and a 
graduate of Upsala College with a 
bachelor's degree in business adminis¬ 
tration, Mr. Goldenberg is married to 
the former Vicki Lynn Shapiro. They 
have one som and reside at 247 Oak ; 
Tree Road, Mountainside, N. J. i 
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THAT'S THE CHIEF EXECUTIVE of Philip Morris Inc., Joseph F. Cullman 
3rd, seated next to the chief executive of the United States, President Lyndon 
Johnson, during Urban League Equal Opportunity dinner November 19 in New 
York City. Whitney Young Jr., executive director of the National Urban League, 
is shown addressing the affair, at which the President made a surprise appear¬ 
ance. Earlier that same day, Philip Morris* James Bowling (right photo), a 
vice president of the tobacco firm and an officer of Keep America Beautiful, 
kept Mrs. Johnson company at the Keep America Beautiful luncheon in New 
York. The event honoring th* First Lady was attended by more than 500 people 
from 33 states. (Photos Courtesy "N. Y. Times") 


December 12, 1968 
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Philip Morris Names 


Leonard Katz has been, appointed di¬ 
vision sales manager in Westchester 
County, N. Y., for Philip Morris Do¬ 
mestic, according to an announcement 
by John P. Jeb Lee, national sales 
manager. - 

As division sales manager for the 
Westchester area, Mr. Katz will be 
responsible for the supervision of a 
retail sales force that will handle the 
distribution and sale of the company's 
cigarette brands as well as Clark Gum 
products. 

A native of New York, he attended 
the City College of New York for two 
years and served in the Army for six 
years. He enjoys handball and bowling, 
and is a member of the Merchants and 
Salesmen Club of Greater New York. 

.; Mr. Katz is married to the former 
Susan Beth Feinberg; they have one 
son. 
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Philip Morris Names Miller 
Distributor Sales Mgr. 

For West Yirginia-Virginia 

CHARLESTON, W. VA. (CS) — 
0. Lee Miller has been, assigned to the 
Virginia — West Virginia district as 
area manager of distributor sales for 
Philip Morris Inc. He will make his 
headquarters in Beckley, W. Va. 

Mr. Miller will also be engaged in 
work with principal retail accounts in 
both West Virginia and Virginia. 

He joined Philip Morris in May, 1955 
as a salesman for the Beckley area 
and was promoted! to division manager 
in August, 1965. 

He resides at 101 Johnston street, 
Beckley. 


• G. Vhtle liars be*m 

' pointed general sales w 
mgtr to t coitswMier pro dactm 
fc> the General Products ttvt 
PkiUp Morris 5 LS-A* 
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Amer. Safety Razor 
Names Paul Johnson 
South Central Mgr. ^ 

HOUSTON, TEXAS—Paul H. John- " 
son has been appointed regional sales 
manager for American Safety Razor 
Co.'s south central region, with head¬ 
quarters here, according to Peter A. 

Milone, ASR national sales manager. 

For the past year, Mr. Johnson has - 
been serving as assistant to Mr. Mi- 
lone in the company's New York head- 
r quarters. ASR is a division of Philip 
Morris Domestic, one of three operat- v 
ihg companies of Philip Morris Inc. 

A native of Beaumont, Texas, Mr. 

Johnson was graduated from Baylor 
University in 1949 and received a 
^ bachelor of law degree from South 
Texas University Law School in 1955. 

He joined ASR in 1956 as a retail 
. salesman and became southeastern re¬ 
gional sales manager in 1962. 

- , Mr. Johnson is married to the for¬ 
mer Joan Watson. They and their 
three children will be moving to Hbus^ 
ton from their present home at 23 
Bonny View Drive, Livingston, N. J. 

Philip Morris Appoints J 
Des Moines Jobber Mgr . 

DES MOINES, IOWA (CS) 

James M. Milligan has been named . . ' 

distributor sales manager in the Des 
Moines area for Philip Morris, Inc. 

Mr. Milligani joined Philip Morris 
in 1947 as a sales representative and 
was promoted to division manager in 
1963* 

UNITED STAT ES TOBACCO JOU RNAL 
November 28, 1968 
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Philip Morris Names 
3 Westchester S. M. 
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Leonard Katz has been, appointed di¬ 
vision sales manager in Westchester 
County, N. Y., for Philip Morris Do¬ 
mestic, according to an announcement 
by Juhn P. Jeb Lee, national sales 
manager. 

As division sales manager for the 
Westchester area, Mr. Katz will be 
responsible for the supervision of a 
retail sales force that will handle the 
distribution and sale of the company's 
cigarette brands as well 1 as Clark Gum 
products. 

A native of New York, he attended 
the City College of New York for two 
years and served in the Army for six 
years. He enjoys handball and bowling, 
and is a member of the Merchants and 
Salesmen Club of Greater New York. 

. Mr. Katz is married to the former 
Susan Beth Feinberg; they have one 
son. 
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Philip Morris Names Miller 
f Distributor Sales Mgr. 

For West Virginia-Virginia 

CHARLESTON, W. VA. (CS) — 
0. Lee Miller has been assigned to the 
Virginia — West Virginia district as 
area manager of distributor sales for 
Philip Morris Inc. He will make his 
headquarters in Beckley, W. Va. 

Mr. Miller will also be engaged in 
work with principal retail accounts in 
both West Virginia and Virginia. 

He joined Philip Morris in May, 1955 
as a salesman for the Beckley area 
and was promoted to division manager 
in August, 1065. 

He resides at 101 Johnston street, 
Beckley. 


G. Viele law be** 
pointed general sales *>#»■ 
mger for consumer proto* 
to the General Products Bid* 
of Morris 
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Amer. Safety Razor 
Names Paul Johnson • 
South Central Mgr. v; 

HOUSTON, TEXAS—Paul H. John- ' ' . 

son has been appointed regional sales > . 

manager for American Safety Razor ' 

Co.'s south central region, with head- 
quarters here, according to Peter A. 

Milone, ASR national sales manager. { 

For the past year, Mr. Johnson has -j . . , 

been serving as assistant to Mr. Mi- 
lone in the company’s New York head- 
f"quarters. ASR is a division of Philip 
Morris Domestic, one of three operat- .: 
ing companies of Philip Morris Inc. 

A native of Beaumont, Texas, Mr. 

Johnson was graduated from Baylor 
University in 1949 and received a 
^ bachelor of law degree from South 
- Texas University Law School in 1955. 

. He joined ASR in 1956 as a retail 
^salesman and became southeastern re¬ 
gional sales manager in 1962. 

,Mr. Johnson is married to the for¬ 
mer Joan Watson. They and their 
three children will be moving to Hbus- 
ton from their present home at 23 
Bonny View Drive, Livingston, N. J. w v - 

/ Philip Morris Appoints j 
Des Moines Jobber Mgr . ? 

.T-V-V: . 

DES MOINES, IOWA (CS) — 

James M. Milligan has been named . . * ' 

distributor sales manager in the Des 
Moines area for Philip Morris, Inc. ' / 

Mr. Milligan joined Philip Morris 
in 1947 as a sales representative and 
was promoted to division manager in 
1963* 

UNITED STAT ES TOBACCO JOU RNAL 
November 28, 1968 
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Philip Morris Names 


Leonard Katz has been, appointed di¬ 
vision sales manager in Westchester 
County, N. Y., for Philip Morris Do¬ 
mestic, according to an announcement 
by John P. Jeb Lee, national sales 
manager. - 

As division sales manager for the 
Westchester area, Mr. Katz will be 
responsible for the supervision of a 
retail sales force that will handle the 
distribution and sale of the company's 
cigarette brands as well as Clark Gum 
products. 

A native of New York, he attended 
the City College of New York for two 
years and served in the Army for six 
years. He enjoys handball and bowling, 
and is a member of the Merchants and 
Salesmen Club of Greater New York. 

.; Mr. Katz is married to the former 
Susan Beth Feinberg; they have one 
son. 
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Philip Morris Names Miller 
Distributor Sales Mgr. 

For West Yirginia-Virginia 

CHARLESTON, W. VA. (CS) — 
0. Lee Miller has been, assigned to the 
Virginia — West Virginia district as 
area manager of distributor sales for 
Philip Morris Inc. He will make his 
headquarters in Beckley, W. Va. 

Mr. Miller will also be engaged in 
work with principal retail accounts in 
both West Virginia and Virginia. 

He joined Philip Morris in May, 1955 
as a salesman for the Beckley area 
and was promoted! to division manager 
in August, 1965. 

He resides at 101 Johnston street, 
Beckley. 


• G. Vhtle liars be*m 

' pointed general sales w 
mgtr to t coitswMier pro dactm 
fc> the General Products ttvt 
PkiUp Morris 5 LS-A* 
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Amer. Safety Razor 
Names Paul Johnson 
South Central Mgr. ^ 

HOUSTON, TEXAS—Paul H. John- " 
son has been appointed regional sales 
manager for American Safety Razor 
Co.'s south central region, with head¬ 
quarters here, according to Peter A. 

Milone, ASR national sales manager. 

For the past year, Mr. Johnson has - 
been serving as assistant to Mr. Mi- 
lone in the company's New York head- 
r quarters. ASR is a division of Philip 
Morris Domestic, one of three operat- v 
ihg companies of Philip Morris Inc. 

A native of Beaumont, Texas, Mr. 

Johnson was graduated from Baylor 
University in 1949 and received a 
^ bachelor of law degree from South 
Texas University Law School in 1955. 

He joined ASR in 1956 as a retail 
. salesman and became southeastern re¬ 
gional sales manager in 1962. 

- , Mr. Johnson is married to the for¬ 
mer Joan Watson. They and their 
three children will be moving to Hbus^ 
ton from their present home at 23 
Bonny View Drive, Livingston, N. J. 

Philip Morris Appoints J 
Des Moines Jobber Mgr . 

DES MOINES, IOWA (CS) 

James M. Milligan has been named . . ' 

distributor sales manager in the Des 
Moines area for Philip Morris, Inc. 

Mr. Milligani joined Philip Morris 
in 1947 as a sales representative and 
was promoted to division manager in 
1963* 

UNITED STAT ES TOBACCO JOU RNAL 
November 28, 1968 
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Philip Morris Names 


Leonard Katz has been, appointed di¬ 
vision sales manager in Westchester 
County, N. Y., for Philip Morris Do¬ 
mestic, according to an announcement 
by John P. Jeb Lee, national sales 
manager. - 

As division sales manager for the 
Westchester area, Mr. Katz will be 
responsible for the supervision of a 
retail sales force that will handle the 
distribution and sale of the company's 
cigarette brands as well as Clark Gum 
products. 

A native of New York, he attended 
the City College of New York for two 
years and served in the Army for six 
years. He enjoys handball and bowling, 
and is a member of the Merchants and 
Salesmen Club of Greater New York. 

.; Mr. Katz is married to the former 
Susan Beth Feinberg; they have one 
son. 
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Philip Morris Names Miller 
Distributor Sales Mgr. 

For West Yirginia-Virginia 

CHARLESTON, W. VA. (CS) — 
0. Lee Miller has been, assigned to the 
Virginia — West Virginia district as 
area manager of distributor sales for 
Philip Morris Inc. He will make his 
headquarters in Beckley, W. Va. 

Mr. Miller will also be engaged in 
work with principal retail accounts in 
both West Virginia and Virginia. 

He joined Philip Morris in May, 1955 
as a salesman for the Beckley area 
and was promoted! to division manager 
in August, 1965. 

He resides at 101 Johnston street, 
Beckley. 


• G. Vhtle liars be*m 

' pointed general sales w 
mgtr to t coitswMier pro dactm 
fc> the General Products ttvt 
PkiUp Morris 5 LS-A* 
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Amer. Safety Razor 
Names Paul Johnson 
South Central Mgr. ^ 

HOUSTON, TEXAS—Paul H. John- " 
son has been appointed regional sales 
manager for American Safety Razor 
Co.'s south central region, with head¬ 
quarters here, according to Peter A. 

Milone, ASR national sales manager. 

For the past year, Mr. Johnson has - 
been serving as assistant to Mr. Mi- 
lone in the company's New York head- 
r quarters. ASR is a division of Philip 
Morris Domestic, one of three operat- v 
ihg companies of Philip Morris Inc. 

A native of Beaumont, Texas, Mr. 

Johnson was graduated from Baylor 
University in 1949 and received a 
^ bachelor of law degree from South 
Texas University Law School in 1955. 

He joined ASR in 1956 as a retail 
. salesman and became southeastern re¬ 
gional sales manager in 1962. 

- , Mr. Johnson is married to the for¬ 
mer Joan Watson. They and their 
three children will be moving to Hbus^ 
ton from their present home at 23 
Bonny View Drive, Livingston, N. J. 

Philip Morris Appoints J 
Des Moines Jobber Mgr . 

DES MOINES, IOWA (CS) 

James M. Milligan has been named . . ' 

distributor sales manager in the Des 
Moines area for Philip Morris, Inc. 

Mr. Milligani joined Philip Morris 
in 1947 as a sales representative and 
was promoted to division manager in 
1963* 

UNITED STAT ES TOBACCO JOU RNAL 
November 28, 1968 
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Philip Morris Names 


Leonard Katz has been, appointed di¬ 
vision sales manager in Westchester 
County, N. Y., for Philip Morris Do¬ 
mestic, according to an announcement 
by John P. Jeb Lee, national sales 
manager. - 

As division sales manager for the 
Westchester area, Mr. Katz will be 
responsible for the supervision of a 
retail sales force that will handle the 
distribution and sale of the company's 
cigarette brands as well as Clark Gum 
products. 

A native of New York, he attended 
the City College of New York for two 
years and served in the Army for six 
years. He enjoys handball and bowling, 
and is a member of the Merchants and 
Salesmen Club of Greater New York. 

.; Mr. Katz is married to the former 
Susan Beth Feinberg; they have one 
son. 
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Philip Morris Names Miller 
Distributor Sales Mgr. 

For West Yirginia-Virginia 

CHARLESTON, W. VA. (CS) — 
0. Lee Miller has been, assigned to the 
Virginia — West Virginia district as 
area manager of distributor sales for 
Philip Morris Inc. He will make his 
headquarters in Beckley, W. Va. 

Mr. Miller will also be engaged in 
work with principal retail accounts in 
both West Virginia and Virginia. 

He joined Philip Morris in May, 1955 
as a salesman for the Beckley area 
and was promoted! to division manager 
in August, 1965. 

He resides at 101 Johnston street, 
Beckley. 
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' pointed general sales w 
mgtr to t coitswMier pro dactm 
fc> the General Products ttvt 
PkiUp Morris 5 LS-A* 
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Amer. Safety Razor 
Names Paul Johnson 
South Central Mgr. ^ 

HOUSTON, TEXAS—Paul H. John- " 
son has been appointed regional sales 
manager for American Safety Razor 
Co.'s south central region, with head¬ 
quarters here, according to Peter A. 

Milone, ASR national sales manager. 

For the past year, Mr. Johnson has - 
been serving as assistant to Mr. Mi- 
lone in the company's New York head- 
r quarters. ASR is a division of Philip 
Morris Domestic, one of three operat- v 
ihg companies of Philip Morris Inc. 

A native of Beaumont, Texas, Mr. 

Johnson was graduated from Baylor 
University in 1949 and received a 
^ bachelor of law degree from South 
Texas University Law School in 1955. 

He joined ASR in 1956 as a retail 
. salesman and became southeastern re¬ 
gional sales manager in 1962. 

- , Mr. Johnson is married to the for¬ 
mer Joan Watson. They and their 
three children will be moving to Hbus^ 
ton from their present home at 23 
Bonny View Drive, Livingston, N. J. 

Philip Morris Appoints J 
Des Moines Jobber Mgr . 

DES MOINES, IOWA (CS) 

James M. Milligan has been named . . ' 

distributor sales manager in the Des 
Moines area for Philip Morris, Inc. 

Mr. Milligani joined Philip Morris 
in 1947 as a sales representative and 
was promoted to division manager in 
1963* 

UNITED STAT ES TOBACCO JOU RNAL 
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George Weissman 
Receives Coveted 
City College Medal 


The Alumni Association of The City 
College of New York has awarded 
George Weissman, president of Philip 
Morris Inc., the Townsend Harris Med¬ 
al for ‘'distinguished post-graduate 
achievement.” 

Townsend Harris, for whom the 
award is named, w as founder of 


Philip Morris Names 
Kenneth P. Wilson \J 
D. C. Chain Manager 
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Philip Morris Domestic has appoint- 
ed Kenneth P. Wilson manager of 
chain sales for the Washington, D. C., 
area. 

In his new post, Mr. Wilson will 
develop and implement programs to 
distribute Philip Morris products 
through national, regional and local 
food chain stores in this marketing 
area. 

Mr. Wilson joined Philip Morris in 
f\| 1958 as a sales representative. He afc- 
tended both the University of Tennes- 
y * see and George Washington Univer- 
\j sity. 

Born in Loretto, Tenn., he enjoys 
golf, tennis and bridge and is current 
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s Pv munity service 
^ “Distinguished Service 


The 


George Weiiimin 

City College of New York. He 


also served as the first United States 
consul general to Japan. 

Previous recipients of the medal in¬ 
clude Bernard M. Baruch; Stanley H. 
Fuld, Chief Justice, New York Court 
of Appeals; U f S. Senator Robert 
Wagner; U. S. Supreme Court Justice 
Felix Frankfurter; Paul Hahn^ Amer¬ 
ican Tobacco Coj, and three Nobel win¬ 
ners, Robert Hofstad, Arthur Korn* 
burg and Dr. Jonas Salk. 


ly a member of the Elks Club and the 
\j Terrace Club. For his work ini com- 
he was awarded the 
Award” from 
the Jaycees in 1963 and the “Outstand¬ 
ing Man of the Year Award” in Clark¬ 
sburg, W. Va., ; by the Hope Natural 
Gas Co. 

Mr. Wilson is married to the former 
Rosemary Oliverio. They have two 
daughters. 
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City College Alumni Medals 
To Honor Achievements of 7 


reactor design. 

George Weissman, Class of 1939, 

^« nusi!- it_ t_ 


Philip Morris Names lonesj 


x 


president of Philip Morris, Inc. 


Division Sales Manager 


TACOMA, WASH. (CS) — Dan Ji 
Jones of Tacoma has beem appointed 
division sales manager for Philip 
Morris Domestic, according to John 
P. Jeb Lee, national sales manager. 

Mr. Jones joined Philip Morris in 
1953 as a sales representative and was 
promoted to military representative in 
1967. 
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Seven City Colleee alumni 
will be awarded the college's 
35th annual Townsend Harris 
Medals for “distinguished post¬ 
graduate achievement.” 

The medals, which ire 
awarded by the Alumni Asso¬ 
ciation, were named after the 
college's founder. 

The recipients of the 1*68 
medals are the following; 

Prof. Maurice Austin, Close of 
1925, an authority on incoot 
and taxation. ' 

Prof. Ernest Borek. Class of 1933,i 
a biochemist and member of tfc* 
college faculty since 1935. 

Dr. {Edward A. Gall, MJ5., Class Of 
1927, a pathologist 
Fred M. Hechineer, Class of 1943, 
education editor of The New 
York Times. 

Dr. Mario A. Pei, Class of 1925, a' 
linguist ' . . : 

Dr. Alvin' E. Radkowsky, Class Of 
1935, an authority on nuclear" 
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The City College of New York. He 
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consul general to Japan. 
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Felix Frankfurter; Paul Hahn; Amer¬ 
ican Tobacco Co;, and three Nobel win¬ 
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sburg, W. Va., by the Hbpe Natural 
Gas Co. 

Mr. Wilson is married to the former 
Rosemary 01 i verio. They have two 
daughters. 
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will be awarded the college's 
\ i 35th annual Townsend Harris 
Medals for “distinguished post- 
graduate achievement.” 

M The medals, which ire 
awarded by the Alumni Asso- 
y\ pation; were named after the 
v i college's founder. 

• v The recipients of the 1968 
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,V Fred M. Hechinger, Class of 1943, 
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r '. Alvin' E. Radkowsky, Class Off 
1935, an authority on nuclear" 
reactor dbsign. * 

George Weissman Class of 1939, 
.president of Philip Morris, Inc. j. 


TACOMA, WASH. (CS) — Dan Jl 
Jones of Tacoma has been appointed 
division sales manager for Philip 
Morris Domestic, according to John 
P. Jeb Lee, national sales manager. 

Mr. Jones joined Philip Morris in 
1953 as a sales representative and was 
promoted to military representative in 
1967. 
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The Alumni Association of The City 
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achievement.” 
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award is named, w as founder of 
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Philip Morris Domestic has appoint- 
ed Kenneth P. Wilson manager of 
chain sales for the Washington, D. C., 
area. 

In his new post, Mr. Wilson will 
develop and implement programs to 
distribute Philip Morris products 
through national, regional and local 
food chain stores in this marketing 
area. 

Mr. Wilson joined Philip Morris in 
f\| 1958 as a sales representative. He afc- 
tended both the University of Tennes- 
y * see and George Washington Univer- 
\j sity. 

Born in Loretto, Tenn., he enjoys 
golf, tennis and bridge and is current 
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City College of New York. He 


also served as the first United States 
consul general to Japan. 

Previous recipients of the medal in¬ 
clude Bernard M. Baruch; Stanley H. 
Fuld, Chief Justice, New York Court 
of Appeals; U f S. Senator Robert 
Wagner; U. S. Supreme Court Justice 
Felix Frankfurter; Paul Hahn^ Amer¬ 
ican Tobacco Coj, and three Nobel win¬ 
ners, Robert Hofstad, Arthur Korn* 
burg and Dr. Jonas Salk. 


ly a member of the Elks Club and the 
\j Terrace Club. For his work ini com- 
he was awarded the 
Award” from 
the Jaycees in 1963 and the “Outstand¬ 
ing Man of the Year Award” in Clark¬ 
sburg, W. Va., ; by the Hope Natural 
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TACOMA, WASH. (CS) — Dan Ji 
Jones of Tacoma has beem appointed 
division sales manager for Philip 
Morris Domestic, according to John 
P. Jeb Lee, national sales manager. 

Mr. Jones joined Philip Morris in 
1953 as a sales representative and was 
promoted to military representative in 
1967. 
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promoted to military representative in 
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Philip Morris Innovates, 
Beats Antismoking Odds 

BY ROBERT E. DAL LOS, Times SUff Wrlttr 


NEW YORK—The accelerating anti- 
smoking campaign appears to be making 
inroads on national cigaret sales, but 
Philip Morris Inc. is bucking the trend. 

Cigaret sales actually declined nation¬ 
ally during the third quarter and for the 
first time in many years the industry as a 
whole will show only a 1% rise in sales 
for the year. But New York-based Philip 
Morris will show an impressive 9% sales 
gain for the year. 

The increase, according to John -E. 
Cookman, a PM vice president, will help 
the nation’s fourth largest cigaret maker 
enter the somewhat exclusive group of 
companies with $1 billion in annual sales. 

80 Billion Cigaret* 

Last year, Philip Morris had sales of 
$904.8 million. That’s a lot of cigarcts—80 
billion, according to Cookman. 

The company's namesake, the Philip 
Morris brand, has been a contributor to 
that gain, but even greater contributors 
have been Marlboro, Parliament and 
Benson & Hedges 100’s. And women are 
just starting to call for Virginia Slims, a 
new f&O-miliimeter cigaret aimed exclu¬ 
sively at the distaff side. 

The attacks on cigarets ’’can't be any¬ 
thing but harmful,” Cookman complain¬ 
ed; "But how effective they have been is 
hard tp tell. People certainly don't stop 
.. driving when they look at the highway 
■accident fatality statistics." 

~ "Wall Street generally has estimated 
'that we will earn between $4.25 and $4.35 
per share this year," he continued* "our 
chairman (Joseph F. Cullman) has also 
indicated that he thought $4.30 would be 
a conservative estimate at this time. I 
never argue with chairmen." 

For all 1967, Philip Morris, whose 
cigaret brands are sold in 150 countries, 
had net earnings of $43,602,000, or $3.94 
per share, an Increase of 27.6% over the 
$34,183,000, or $3.08 a year earlier. 

In the first nine months of this year the 
company reported net earnings of $35,- 
713,000 or $3 20 per share (adjusted for 
(he 10% income tax surcharge from Jan. 
1) on revenues of $753,198,000. This 
compares with am income of $31,583,000 
or $2.83 a share on sales of $672,633,000 in 
the like period a year earlier. 

What's the secret of Philip Morris' 
success? , • 


Basically, according to the executive 
it's a story of good advertising and 
superior packaging and marketing, fac* 

1 tors which have helped the company in¬ 
crease its market share from 10 to 15% 

, in just a few years, 

ji "We believe that in the long run in this 
, business that to be first with an 
innovation is vitally important if you are 
I to have a successful product," he said. 

I He claimed that Marlboro pioneered the 
I flip -top box. The introduction of Benson 

and Hedges 100'a with the popular "in* 
advertising campaign (smokers of the 
brand snapped off cigaret ends with their 
lighters, got the ena caught In elevator 
doors or burned their friends’ beards) 
contributed $125 million to sales this 
year. When introduced into the United 
| States in 1966, the brand contributed 
"nothing” to sales. 

[ Parliaments he said have been helped 
!!by a good advertising campaign featuring 
scenes of Britain's Parliament in the 
background and have thus "become a 
good solid 10 billion cigaret brand.” 
People in' search of a "high filtration" 
cigaret are switching to the brand, ho 
added. 

Virginia Slims, the first cigaret de¬ 
signed specifically for women and Intro¬ 
duced in September are "well accepted” 
and are expected to contribute signify 
cantly to sales next year, he noted. 

A third of Philip Morris' cigaret output 
is sold abroad and foreign business has 
helped the company's earnings picture, 
Cookman credited inis to the increase in 
population and higher living standards. 

Philip Morris' industrial division which 
makes a variety of packaging materials 
was "well up In sales and profits this 
year" - 

Clark Gum Co., a subsidiary acquired 
7 years ago, increased its share of the 
gum market from 1% when it was 
purchased to a current 5%, he said; 

Philip Morris is seeking to expand the 
| surgical blade business of its American 
Safety Razor Co, subsidiary (makers of 
Personna blades). 

Cookman said Philip Morris Is "looking 
actively" for sound acquisitions. He 
added "something compatible with our 
disposable consumer product business" is 
desired; "We have been offered every¬ 
thing from football teams to liquor 

businesses," he said. 


Philip Morris has no plans In change its 
TV advertising as a result of a federal 
appeals court decision which upheld a 
Federal Communications CommiKstnn ad- 
vi&orv optolbn requiring broadcaster* in 
rievoie "significant" lime lo anllsmoklng 


message*. . ' . . 

Though the case is exis ted to go to 
the Supreme Court, soma tobacco ooinpu 
ny executives art said lo he questioning 
whether the value of cigaret commercials 
on TV l.i offset by the damage caused by 
the antismoking messages that must be 
aired because of them. 

Asked about rumon that U.S. tobacco 
companies have purchaaed land in Mexi¬ 
co to grow marijuana or have copyright¬ 
ed names for marijuana ylK^etsJn the 
event thst they were ever legalized In lh<i 
United Statcfr—a Philip Morris spokes¬ 
man wasn't amused* 1 wa are not. doing a 
solitary thing," he said. " W.a have enough 
trouble without getting into marijuana." 


NOTH 
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Philip Morris at Door 


Of $1 Billion Sales Club 


By ROBERT E. DALLOS 

Lot AnltlM Tim«-W«*rniton f»»« S»rvit« 

NEW YORK—The accelerating anti- 
smoking campaign! appears to be making 
inroads on national cigarette sales, but 
Philip Morris, lne., is bucking the trend. 

Cigarette salbs actually declined na- 
tionally during the third quarter and for 
the first time in many ye^rs the industry 
as a whole will show only a 1 per cent' 
rise in sales* for the year. But New York- 
based Philip Morris will show an impres¬ 
sive 9 per cent sales gain for the veer. 


Cigarette Aimed at Women 


The increase, according: to Johir, E. 
Cookmam a Philip Morris vice president, 
will help- the nation's fourth largest 
cigarette maker enter the somewhat ex¬ 
clusive group of companies with SI billion 
in annual salts. 

Last year. Philip Morris had sales of 
$904.8 million. That’s a lot of cigarettes 
— 80 billion, according to Cookman. 

The company's namesake, the Philip 
Morris brand, has been a contributor to 


No Plans to Change TV Ads 




that gain, but even greater contributors 
have been Marlboro, Parliament and 
Benson and Hedges 100’s. And women 
are just starting to call for Virginia 
Slims, a new 100-millimeter cigarette 
aimed exclusively at the distaff side. 

Philip Morris has a plant in Louisville. 

The attacks on cigarettes, Cookman 
says. “can’t be anything but harmful, ” - 
he complained. "But how effective they 
have been is hard to tell. People certain¬ 
ly don’t stop driving when they look .at 
ilie highway accident fatality statistics.” 

"Wall Street generally has estimated 
that we will earn between $4.25 and $4.35 
per share this year,” he continued. 4, 0ur 
chairman (Joseph F: Cullman) has also 
indicated that he thought $4.30 would 
be a conservative estimate at!this time.” 

For all 1967, Philip Morris, whose 
cigarette brands are sold in 150 coun 
tries, had net earnings of $43,603,000. 
nr $3.94 per share, an increase of 27.6 
per cent over the $34,183,000. or $3.08 
a year earlier. 

What’s the secret of Philip Morris* 

success? 

Basically, according toi Cookman it’s 
a story of good advertising and superior 
packaging and marketing, a factor whi^fc 
has helped the company increase its 
market share from 10 to 15 per cent in 
just a few years. 

"We believe that in the long run in 
this business that to be first with an in¬ 
novation is vitally important if you are 
A tn have a successful product.” he said: 

He claimed that Marlboro pioneered 
the flip-top box. The introduction of 
Benson and Hedges 100’s with the popu¬ 
lar "in” advertising campaign (smokers 
of the brand snapped off cigarette ends 
with their lighters, got the end caught 
in elevator doors or burned their friends’ 
beards) contributed $125 million to sales 
. this year. When first introduced into the 
United States in 1966, the brand contrib¬ 
uted "nothing” to sales. 
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Philip Morris has noi plans to change 
its TV advertising as a result of a federal 
appeals court decision that upheld a fed* 
eral communications advisory opinion 
requiring broadcasters to devote “sig¬ 
nificant” time to antismoking messages. 

Though the case: is expected to go to 
the Supreme CourL some tobacco com* 
pany executives are said to be question-**? 
ing whether the value of cigarette com 
mercials on TV is offset by the damage * 
Caused by the anti-smoking messages that” 
must be aired because of them. 
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Philip Morris Palm Springs Party Honors 
Johnny, "An American Legend in His Time" 


PALM SPRINGS, CALIF. — Televi¬ 
sion stars and! many tobacco industry 
leaders gathered here recently to 
honor Johnny Philip Morris on his 35th 
anniversary as the world's most dur¬ 
able living trademark. 

Among those attending the party 
at the El Mirador Hilton Hotel, 
scene of the joint meetings of the 
California Association of Tobacco 
and Candy Distributors and the Na- 



Johnny Philip MorrU 


tional Association of Tobacco Distrib¬ 
utors, were Eva Gabor of “Green 
Acres"; Martin Landau, Barbara Bain, 
Greg Morris and Dick Davis of “Mis¬ 
sion Impossible"; Ken Berry, George 
Lindsey, Arlene Golonka and Jack 
Dodson of “Mayberry R.F.D."; Kathy 
Garver of “Family Affair" and Sigrid 
Valdi 3 of “Hogan's Heros." All are 
TV stars of Philip Mo rri sponsored 
shows on CBS. Hosting the anniver¬ 
sary event was Pat Buttranv, star of 
“Green Acres." 

Johnny was discovered while a page 
boy at the New Yorker Hotel. The 
late Alfred E. Lyon, then a vice presi¬ 
dent of Philip Morris who later became 
the company's chairman, and Milton 


everywhere. All America was touched 
by this remarkable personality and 
took him to its heart." 

A 35th anniversary commemorative 
booklet reviewing Johnny's career was 
presented at the party. In the booklet's 
dedication to Johnny, Philip Morris 
Chairman Joseph F. Cullman 3rd 
points out that Johnny “has earned 
a rare distinction of becoming an 
American legend in his own lifetime. 
If Johnny had his wish, this booklet 
no doubt would be dedicated to the 
public, or as he would say, “all the 
people I have worked with, and met, 
and helped to smile." 

Johnny, who was present in his 
familiar page boy's red and black 
uniform, responded to the tribute: “If 
ever I have helped make you smile or 
brought a little happiness into your 
lives, then you have made my life that 
much richer." 

In his 35-year association with 
Philip Morris, Johnny has seen the 
company grow from a single brand 
manufacturer to a multi-brand, highly 
diversified corporation. 

Johnny was first heard on the air 
April 17, 1933 on “The Ferde Grofe 
Show/' an evening program built 
around the composer's orchestra and 
billed in the Philip Morris trade an¬ 
nouncements as “the finest orchestra 
that ever struck Broadway." For the 
first time that day the entertainment 
page advertisements for the program 
were signed “Call for Philip Morris." 





Biow, a well known advertising agency 
executive, signed the 48-inch person¬ 
ality to a contract in 1933. 

“What began as a unique idea be¬ 
came a popular personality. What be¬ 
gan as an advertising promotion be¬ 
came a part of Americana. What be¬ 
gan as a living trademark became a 
living legend," said James C. Bowling, 
Philip Morris vice president, in honor¬ 
ing Johnny. “His nobility of character 
communicated itself across the air¬ 
waves and from posters and billboards 



_ , ..■ ■ - *> 

Soure&^t'ttps : //wwwJndustrydocuments.ucsf.ed^c^s/ykjkQK^N^U^^ 






The Market Bugle: 
Loud, Repeat Loud 




By Larry Harrison . 

Htrtltf'Extmlnw Stiff Writer 

As everybody knows, this is 
the day of the high pressure] 
merchandiser. With gigantic 
campaigns on television, radio 
and other media, he is out to 
persuade the consuming public 
to buy—buy—buy! 

The consumer is not aware of 
|the vast and noisy celebrations 
that go into the making of a 
commercial! He is the ripe pros¬ 
pect for craftsmen who spin out 
symbols hopefully to convince 
that their product or service 
satisfies needs the most. 

Many merchandisers claim 
“if [Vs not sexy, it’s no good!” 
and hammer out their message 
with the urgency of a police 
call. 

How to judge the public mood 
(always has been a problem, 
although it's reduced pretty 
much to a science these days. 

At the tribal meetings of cer- 
ain primitive societies, the pre¬ 
siding chief was supposed to 
etennine the prevailing mood 
f opinion by listening to the 
pprovingor disapproving 
amor of drums set up by 
ttending elders. 

Nowadays in the United 
tates. the same sort of process 
as refined himself into the 
ence and profession of public 
pinion measurement. 

The drums have given away 


to IBM machines, flashing con¬ 
trol panels of electronic calcula¬ 
tors, and small armies of 
Ph.D’s from commercial opin¬ 
ion polling companies. 

In'many cases the experts 
recommend a relaxed “sell”. 
Then there have been triumphs 
in commercial promotions in 
which the “sell'” in ads and 
symbols was relaxed in spelling 
out consumer satisfaction. 

The nation has taken into its 
memory these oft-repeated sym¬ 
bols—and, of course, it has tak¬ 
en into its' home or business the 
manufacturer’s p r od u c is or 
services. 

Another advertising symbol 
with which millions of people 
are familiar is little Johnny 

S toventinii the Philip Morris 
^ge created in the heyday of 
adio commercials. His portrait 
/as on Philip Morris packs. 

At the start of each PM spon¬ 
sored program, Johnny would 
say “this is Johnny, stepping 
out of thousands of store win¬ 
dows all over the country.” 

At conclusion of the broadest 
be would say “this is Johnny 
again returning now to the thor 
sands of store windows and 
counters all over America: Look 
for me, VJL be waiting for you 
CALL FOR PHILIP MORRIS!” 
The opening key to eachpro- 

(Continued on Page c-13) 


Market Bugle £ 
i Is Loud , Loudf 

(Continued from Page C-it; 

gram was “Johnny Presents 
. . as when Johnny present¬ 
ed Great Moments From 
Great Plays, the Philip Morris 
Frolics and the great dramatic 
show of the radio era, The 
Philip Morris Playhouse. 

The diminutive page boy was 
first heard on April 17, 1933, on 
-the Ferde Grofe Show, an eve¬ 
ning program built around the 
composer’s orchestra, billed in 
the Philips Morris trade announ¬ 
cements as “The finest orches¬ 
tra that ever struck Broadway.” 

From the very first evening. 
Johnny's perfect; B-flat blended 
with Ferde Grofe’s “Grand Can- 
’youn Canyon Suite” (“On the 
Trail”), with its dominant E- 
flat, and a new, unique sound 
had entered the folklore ol 
American advertising. 

; Ever since Johnny was dis¬ 
covered he has enjoyed a re¬ 
garding, life-long contract Anc 
even today, he makes frequenv 
personal appearances on behah 
t of the PM company. 

He was honored recently fOT 
his 35 years as an advertising 
'symbol, with a gala gathering 
of PM executives, movie anc 
TV personalities in Palm 
Springs. 

■■ PM president George Weiss- 
man acknowledged J ohnny ’ s 
contributions and said: 

< ,r When Johnny joined us, Phih 
ip Morris produced $3,000,000 ir 
sales. Today, we are going over 
the billion dollar mark. 

“Johnny has been a living 
trademark now for 35 years 
PM dgarets and our later 
'brands’ sales successes can be 
attributed in great part to the 
fine image Johnny Phillip Mor 
ris has protrayed.” 


Symbol of fhe od fechnfqc/e, Johnny still shouts 
out for Phillips Morris after 35 years . 


. Source: https://www.industrydoeuments.uGsf.edu^oc^l^i^|^4^|^ 






Aad-Cig Spots Getting One-Third 
The Play But Seem Two-Thirds More 


Convincing Than the Paying Pitches 


By CAHROLL CARROLL 

/The public service anti-cigaret 
commercials grow better and bet¬ 
ter while the butts plugs, coming 
one after the other in vapid suc¬ 
cession 4 grow less and less con¬ 
vincing. The battle between the 
tobacco Industry and those who 
think cigarets shouldn't be adver¬ 
tised on the air (or anywhere else) 
is a strange (and some think un¬ 
holy) confrontation; 

To begin with* the odds are, by 
agreement, 3-1 In favor of the In¬ 
dustry* Three cigarette spots for 
every warning. How come? Well, 
when both sides sat down with the 
FCC and tv management to ham¬ 
mer out a schedule that would al¬ 
low everybody to make money and 
save face, an attorney for the FCC, 
when asked what he thought would 
be a fair formula for tv to follow 
in running the anti-cigaret blurbs, 
ad libbed the 3-1 ratio andvthe 
industry grabbed it. 

Fair? 

Depends on which side of the 
table you’re sitting and whether 
your main interest is dollars or 
sense. Clearly it’s a public service 
to warn people that: polluting your 
lungs with nicotine, tar, resin and 
gasses can cause cancer and other 
serious ills, just as it’s in the pub¬ 
lic interest to caution against start¬ 
ing forest: fires, littering the streets 
and running red lights. 

On the other hand, the anti- 
cigaret campaign is the only one 
in direct conflict with an estab¬ 
lished industry. Nobody is writing 
commercials urging accidents to 
go ou t and ; happen. Nobody is run¬ 
ning plugs to contradict Smoky The 
Bear. No one is making money 
littering the streets and highways. 
So no matter how strongly you 
feel against advertising cigarets on 
the air, you’ve got to admit that 
there’s something unfair going on 
when one group spends millions of 
dollars for air time while its com¬ 
petition is given one-third a* 
much time sur-le-cuff. And what's 
even more perplexing (or 1> It?), 
the apparent victims of this one- 
aided arrangement agreed to it 
67 % Better 

However, anti-smoking spots ap¬ 
pear to be even-ing the odds by 
getting two-thirds better. Take the 
ID that opens (and closes) on a 
man standing with a clgaret In his 
hand. He looks at it thoughtfully, 
then at you, and says, '‘Have you 
ever thought what happens to you 
when you light a cigaretr (Pause.) 
We have” The next thing you see 
Is the logo for The American Heart 
Association. 

It makes you think, If you’ve 
got what to do it with. 

Meanwhile, Benson 6c Hedges 
rummage around in their minds to 
find more “disadvantages” to smok¬ 
ing their 100s (carefully aide-step- 
(Continued on page 52) 


Anti-Cig Spots More Convincing 


Continued from page M 


ping the main disadvantages). 
Pali Mall says “you make out bet¬ 
ter at both ends” because they left 
the banana out of their long ciga¬ 
rets (which deserves an Oscar for 
goofy advertising claims). And 
Winston gives you the hot tip that 
“it tastes good like a cigaret 
should? 

In answer to all this the Cancer 
Society and Heart Associatibn go 
right on socking it to you about 
what goes on in your guts while 
you enjoy a smoke that’s one silly 
millimeter longer, walk a mile for 
a Camel, or become a chainsmoker 
because you asked the man next 
door if he saved Raleigh coupons 
and he said, “That’s how I got my 
new wife.” There are some of the 
benefits offered, at 3 for 1 odds, 
proving conclusively that with 
cigaret commercials, too, “it’s not 
how long you make them but how 
you make them long.”. 

Shaving the odds with a strong 
emotional attack, is that spot about 
a man and his son taking a walk in 
the sort of country you can’t 
seem to take Salem out of. The 
lad tries to match his dad stride for 
stride, to throw a rock the way his 
pop does. Every move the man 
makes the boy proudly imitates. 
How else should a son feel about 
his father? 

Don't Let Kids 'Butt' In! 

At last they rest under a tree. 
The man takes out his cigarets, 
lights one and lays the pack on the 
grass. The boy picks it up, looks 
at it and then with admiration at 
his old man. Could there be a 
stronger argument for parents to 
stop showing their children how to 
smoke and to start being very care¬ 
ful about everything else they do 
for the mini-mind to mimic? 


Take a look at that anti-cigarei 
western. The killers enter a 
saloon. Everyone hides. The men 
light their cigarets. Then they 
start to cough . . . and cough and 
cough and cough and cough till It’s 
clear who the killers really are. 
It’s a perfect parody and a pretty 
good parable. 

And a Happy Titanic To You, Too! 

'Moving from parody to irony, 
there’s the one that features some 
of those beautifully shot bucolic 
landscapes in which a romantic boy 
and girl holding hands long enough 
to light up and look at each other 
with love. But'in this one, while 
you’re watching the happy pai i 
dreaming of their future, a volet 
is telling you what the smoke is 
doing to their lungs. It’s like that 
famous love scene aboard the 
Titanic 

In a current FTC study the five 
cigarets found to have the lowest 
tar content (all filters) included 
none of the heavily advertised 
brands. (The study may change 
this.) 

Recent news items claim (1) that 
half of the doctors who once 
smoked have quit, and (2) that 
cases of lung cancer have risen 
sharply^ 

Spokesmen for a large tobacco 
company (R. J. Reynolds) said, 
“non-filter brands are down 
filters are showing an increase”— 
“growth in the tobacco industry 
has been slowed . . . but the in¬ 
dustry, as a whole, la essentially 
strong,” The company has started 
to diversify, as have other large 
tobacco firms, a possible straw In 
the wind, 

Make a note of this. If you, too, 
had kicked a three-pack-a-day 
habit back in 1939, you would by 
now have saved around $4,979.38 


Yet, for every more or less ma-^ j And that’s figured at the 1930 price 


Iture person weaned of smoking, 
for every dude who deserts Marl- ( 
boro country, some juvenile picks 
up a pack of butts and tries on 4 
habit. Tell him smoking’s stupid 
and he’ll look right past you as he 
'■ays, “Who wants to live forever?” 

With the world what it Is, you 
may agree. But what the little 
nuts can’t get through the genera¬ 
tion gap In theit heads 1* that ciga¬ 
ret smokers don’t just enjoy them¬ 
selves up to a certain point and 
then terminate. What the little 
dum-dums don’t collar U that 
there’s nothing groovy about vege¬ 
tating with a bad heart, that can¬ 
cer hurts aiot and that breathing’s 
better than emphysema, 


which was two packs for two bits. 

Start saving now for your old 
age. 

* * * 

Specialised Reefers 
There’s another new cigaret on 
the market, yi^ginia SUma^Jhat 


claims to be made just for wood¬ 
en and to have the flavor women 
like best—Virginia. This Informa¬ 
tion was probably attained by 
hanging around grapejuice Joint* 
(counting the dames who asked for 
Virginia Dare. 

This new skinny-mlnny smoko 
appeals to the girls by reminding 
them of how far they’ve come since 
they had to wear a lot of clothes, 
fight for the vote and hide in the 
attic to grab a few drags on a Milo. 

Although the claim is that wom¬ 
en,* at last, have their very own 
butts—oop, sorry! —the truth ij 
they once had the aforementioned 
milos which were oval, lavender- 
scented, came 10 in a box and 
were rejected by women 45 or 50 
years ago. 

This raises the question. If wom¬ 
en didn’t want their own cigaret 
then, when they needed it, do they 
want it now? Or should a gentle¬ 
man offer a lady a Tiparillo? 

This much is sure, if Virginia 
Slims succeed; cigarets will grow 
more and more specialized In their 
appeal till we wind-up with Texas 
Tails for oilfiggers, Kentucky 
Shorts for jockeys. New York 
Broads for mainstem hustlers, and, 
of course, Minnesota Fats for pool 
hustlers. 

• • ■ 

There is a lady now making an 
appearance In a Polident spot who 
says, “I can’t afford denture odor ” 

This Is to advise you, folks, that 
the situation has changed. With 
the residuals from that Polident \ 
jjob she can now afford almost 1 


anything. 
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Anticiggie Blurb 
Crusader After 


Scalp Of KNXT 


/ Washington, Nov. 21 — Anti¬ 
smoking. crusader John Banzhaf 
. III has picked out another Cali¬ 
fornia target as the state's radio- 
■; tv stations come up to the FCC 
. for license renewal. His latest’ 

; petition asks for a fairness doc¬ 
trine crackdown on KNXT, CBS- 
. owned L*A. station, because of its 
“deliberate and willful refusal* to- 
air a “significant number of anti- * 
•smoking spots. 

■ Banzhaf, head of Action On . 
•• Smoking And Health, said a ran¬ 
dom; fivf-'dny monitoring 
V'gg*-' 1 -it; r) gtt/rt tj/Is LoUiHifj^ 

1,670 seconds of commercial time, /’ 
,. while ; antismoking spots consumed 
. 130 seconds. Banzhaf, who indi- 
'.vidually got the FCC to apply the ♦ 
fairness doctrine to cigaret adver¬ 
tising, also has attacked Time- . 

. Lifers KOGO, AM-FM-TV, San 
Diego, and 1 , other Time-Life sta-^ 
.tions on similar grounds. 


( 2 ) 
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Ralph Carson was the lead-off speaker at Carson/Roberts in teaching anti- 
cigaret advertising to California students from East Bakersfield and Foot¬ 
hill high schools. 


C/R Helps with 
Student-Created 


Anti-Smoke Push 


Los Angeles, Dec. 3—If Bill 
Bernbach can thumb his nose at 
the cigaret companies so, appar¬ 
ently, can Ralph Carson. The 
chairman of Carson/Roberts and 
his staff this week taught a crash 
program on anti-cigaret advertis¬ 
ing to student members of “Smoke- 
out,” a project of the Kern County 
Inter-Agency Council on Smoking 
& Healthi 

The project operates on a 
two-year $52,000 grant from the 
US, Public Health Service. There 
are many anti-smoking programs 
but it is thought that one con¬ 
ducted by high school students 
may bridge the generation gap 
more effectively. The students at¬ 
tending Carson/Roberts will for¬ 
mulate a pilot program as a 
model to be used nationally. The 
students work in account teams 
as in an agency. 


■ Following the opening lecture 
by Mr. Carson; the other C/R 
teachers were Robert Schulberg, 
vp, management supervisor; Dan 
Dixon, creative director; Eddie 
Smardan, vp, media; Richard Ei- 
senman, associate market re¬ 
search director; and Bert Balsam, 
print production supervisor. # 
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Antiwar Protesters ! 
Ask Cigaret Boycott j 

Journal Special ICoirNpondnce t e r S to a <Wusai1d Similar 
Oshkosh, Wls. — A student groups in the country and had 
peace group at Oshkosh State received indication of their 
university hopes to enJist simi- support, 
lar groups across the country "Our economy is making a 
in a boycott of cigarets start- money - off the war and 


ing this week. 


we want to show that we op- 


The boycott would put pres- P° se the war," Tomasko said, 
sure on cigaret manufacturers He-said the boycott would! 
to lobby against the war, a stu- s * a rt Sunday and continue un¬ 


dent spokesman said. 


til Dec. 12. He said at least 


Thomas Tomasko, 19, a 500,000 persons would take 
freshmani from Oshkosh, said P ar t and he said this would 
the boycott was planned as the mean a loss in cigaret sales of 
result of suggestions made by m °re than $2 million. 

Dick Gregory in a recent "We chose cigarets because 
speech here. He said other they are an important source 
Econ Power boycotts were of war taxes, because many 
planned against phonograph, young people use them and be- 
soft drink and other manufac- cause a lot of people want to 
turers - give them up — so we thought 

Tomasko said the Peace Fo- we'd give them a reason," To- 
rum group at Oshkosh sent let* masko said.' 


THE CHAIRMAN: NO MAO SMOKING * 

Asia’s most celebrated chain smoker, Mao Tse- 
tung, has given up his three packs a day and has 
taken up cigars. Mao, who will be 75 in Decem¬ 
ber, smoked State Express 555’s (an English 
brand) for years. But he cut down on cigarettes 
after a reported stroke about five years ago. 

v / 

^ Newsweek, December 2, 1968 


Fire Kindled 
for KNXT 

Action on Smoking and 
Health, a New York-based 
organization, has asked 
the Federal Communica* 
tions Commission not to 
renew the broadcasting 
license of KNXT (Channel 
2) because allegedly the 
station devotes too much 
time to cigaret advertising 
and not enough to anti¬ 
smoking messages. 

According to the organic 
zation, KNXT presented 
less than one antismoking 
message for every eight 
cigaret advertisements 
which the group says alle¬ 
gedly violates the FCC's 
fairness doctrine. 

The antismoking group, 
which is headed by John 
F. Banzhaf, has similar 
petitions outstanding 
against a New York televi¬ 
sion station and against 
television and radio out¬ 
lets in Indianapolis. 

A spokesman at KNXT 
said the stations rtins "a 
significant amount of 
nonsmoking material 
spread throughout our 
broadcast schedule and 
including some of the 
highest rated programs to 
reach a diversified au* 
ydience. / 
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Antiwar Protesters ! 
Ask Cigaret Boycott 


Journal Special Corre®pomlence 

Oshkosh, WIs. - A student 
peace group at Oshkosh State 
university hopes to enJist simi¬ 
lar groups across the country 
in a boycott of cigarets start¬ 
ing this week. 

The boycott would put pres¬ 
sure on cigaret manufacturers 
to lobby against the war, a stu¬ 
dent spokesman said. 

Thomas To ma s k o, 19, a 
freshman from Oshkosh, said 
the boycott was planned as the 
result of suggestions made by 
Dick Gregory in a recent 
speech here. He said other 
Econ Power boycotts were 
planned against phonograph, 
soft drink and other manufac¬ 
turers. 

Tomasko said the Peace Fo¬ 
rum group at Oshkosh sent let* 


ters to a ^hfusfcrtd similar 
groups in the country and had 
received indication of their 
support, 

i "Our economy is making a 
lot of money off the war and 
we want to show that we op¬ 
pose the war," Tomasko said. 

He - said the boycott would 
start Sunday and continue un¬ 
til Dec. 12: He said at least 
500,000 persons would take 
part a n d he said this would 
mean a loss in> cigaret sales of 
more than $2 million. 

M We chose cigarets because 
they are an important source 
of war taxes, because many 
young people use them and be¬ 
cause a lot of people want to 
give them up — so we thought 
we'd give them a reason," To¬ 
masko said.' 


for KMT 

Action on Smoking and 
Health, a New York-based 
organization, has asked 
the Federal Communica* 
tions Commission not to 
renew the broadcasting 
license of KNXT (Channel 
2) because allegedly the 
station devotes too much 
time to cigaret advertising 
and not enough to anti¬ 
smoking messages. 

According to the organic 
zation, KNXT presented 
less than one antismoking 
message for every eight 
cigaret advertisements 
which the group says alle¬ 
gedly violates the FCC’s 
fairness doctrine. 

The antismoking group, 
which is headed by John 
F. Banzhaf, has similar 
petitions outstanding 
against a New York televi¬ 
sion station and against 
television and radio out¬ 
lets in Indianapolis. 

A spokesman at KNXT 
said the stations runs "a 
significant amount of 
nonsmoking m a t e r i a 1 
spread throughout our 
broadcast schedule and 
including some of the 
highest rated programs to 
reach a diversified au* 
ydience." ^ 
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THE CHAIRMAN: NO MAO SMOKING ' 

Asia’s most celebrated chain smoker, Mao Tse- 
tung, has given up his three packs a day and has 
taken up cigars. Mao, who will be 75 in Decem¬ 
ber, smoked State Express 555s (an English 
brand) for years. But he cut down on cigarettes 
after a reported stroke about five years ago. 
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Antiwar Protesters ! 
Ask Cigaret Boycott 


Journal Special Corre®pomlence 

Oshkosh, WIs. - A student 
peace group at Oshkosh State 
university hopes to enJist simi¬ 
lar groups across the country 
in a boycott of cigarets start¬ 
ing this week. 

The boycott would put pres¬ 
sure on cigaret manufacturers 
to lobby against the war, a stu¬ 
dent spokesman said. 

Thomas To ma s k o, 19, a 
freshman from Oshkosh, said 
the boycott was planned as the 
result of suggestions made by 
Dick Gregory in a recent 
speech here. He said other 
Econ Power boycotts were 
planned against phonograph, 
soft drink and other manufac¬ 
turers. 

Tomasko said the Peace Fo¬ 
rum group at Oshkosh sent let* 


ters to a ^hfusfcrtd similar 
groups in the country and had 
received indication of their 
support, 

i "Our economy is making a 
lot of money off the war and 
we want to show that we op¬ 
pose the war," Tomasko said. 

He - said the boycott would 
start Sunday and continue un¬ 
til Dec. 12: He said at least 
500,000 persons would take 
part a n d he said this would 
mean a loss in> cigaret sales of 
more than $2 million. 

M We chose cigarets because 
they are an important source 
of war taxes, because many 
young people use them and be¬ 
cause a lot of people want to 
give them up — so we thought 
we'd give them a reason," To¬ 
masko said.' 


for KMT 

Action on Smoking and 
Health, a New York-based 
organization, has asked 
the Federal Communica* 
tions Commission not to 
renew the broadcasting 
license of KNXT (Channel 
2) because allegedly the 
station devotes too much 
time to cigaret advertising 
and not enough to anti¬ 
smoking messages. 

According to the organic 
zation, KNXT presented 
less than one antismoking 
message for every eight 
cigaret advertisements 
which the group says alle¬ 
gedly violates the FCC’s 
fairness doctrine. 

The antismoking group, 
which is headed by John 
F. Banzhaf, has similar 
petitions outstanding 
against a New York televi¬ 
sion station and against 
television and radio out¬ 
lets in Indianapolis. 

A spokesman at KNXT 
said the stations runs "a 
significant amount of 
nonsmoking m a t e r i a 1 
spread throughout our 
broadcast schedule and 
including some of the 
highest rated programs to 
reach a diversified au* 
ydience." ^ 


o 
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THE CHAIRMAN: NO MAO SMOKING ' 

Asia’s most celebrated chain smoker, Mao Tse- 
tung, has given up his three packs a day and has 
taken up cigars. Mao, who will be 75 in Decem¬ 
ber, smoked State Express 555s (an English 
brand) for years. But he cut down on cigarettes 
after a reported stroke about five years ago. 
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Cancer Society Plans 
New Attack on Smoking 

Hopes to Eliminate Cigaret Advertising 
and Make Warning Labels More Accurate 


1002403262 


NEW YORK M —'The 
American Cancer Society, 
facing what it called un¬ 
changed social acceptance 
of cigaret 6moking and . 
zealous advertising, says It . 
will try anew to change 
the nation’s smoking ha¬ 
bits. 

The society's national 
board, assembled from 50 
states, adopted a nine- 
point program that will j 
stress. that "giving up j 
cigaret smoking is imme-' : 
diately rewarding and of¬ 
fers k more pleasurable .’j 
and longer life." 

Two key aspects of the 
program are: 

"We should strive to 
secure the elimination of 
cigaret advertising in all 
media. It is hoped that thie 
can be achieved by volun¬ 
tary self-regulation and 
that governmental action 
will not be necessary." 

Support Legislation 

"We should . . . support 
federal legislation . . . in¬ 
cluding proposals to make 
the warning label an cigw 
ret packages 
^te, to place 


all cigaret advertising and 
to require the industry to 
list on packages and in 
advertising the tar and 
nicotine content in ciga¬ 
ret s." 

In 1960, the society said, 
when it began its public 
education program, there 
were 36,520 lung cancer 
deaths. This year, the 
society said, 55,000 are 
expected; next year, 59,- 

ooo. / ; : 


The society said cigarets 
also have been linked to 
oral cancer and cancer of 
the larynx, esophagus and 
bladder and to cardlevas- 
cular disease, chronic 
bronchitis and emphyse¬ 
ma. 

"While medical research 
has produced a clear pic¬ 
ture of the threat of 
cigarets," the society said, 
"their social acceptability 
and the energy with 
which they are promoted 
have not been essentially 
reduced." 

The society said it be¬ 
lieves in the right of 
adults to decide if they 
will smoke, but added: 
"We do not see enough 
real freedom on this deci¬ 
sion in our cigaret-infil- 
trated world," 


For youngsters, the so¬ 
ciety said, there is the 
example set by adult smo¬ 
kers, the lure of their 
contemporaries’' smoking 
and "glamorous advertis¬ 
ing." "The adult smoker 
finds his habit confirmed 
not only by each cigaret 
he smokes but by a variety 
of social pressures. 

"F a rmers, merchandi¬ 
sers, manufacturers, ad¬ 
vertising agencies, news¬ 
papers, and magazines, 
publishers and broadcast¬ 
ers draw large income 
from cigarets," the socie¬ 
ty said. "Tax benefits are 
considerable to federal 
state and city govern¬ 
ment." 

Those who cannot stop 
smoking cigarets, the so¬ 
ciety said, should be en¬ 


couraged to use low tar 
and low nicotine cigarets 
or switch, without inhal¬ 
ing, to pipes or standard 
cigars. 

"Pipe and cigar smokers 
run a risk of cancer of the 
mouth," the organization 
said, "but the increased 
over-all threat to their life 
is not very great." 

The society listed these 
other elements of the new 
attempt: 

—E n 1 i s t physicians, 
especially those who have 
quit smoking, into local 
campaigns. 

—Push group withdraw¬ 
al projects. 

—Continue programs in 
primary and secondary 
schools, but make a care¬ 
ful evaluation of the re¬ 
sults and of the teaching: 


techniques and materials, 
nationally and locally. 

—Continue a vigorous 
i n f o r ra a t Ion program 
through films, television 
and radio messages, maga- 
z 1 n e s, newspapers and 
brochures. 

—Press for acceptance 
by broadcasters of the 
Federal Communications 
Commission ruling that 
the fairness doctrine cov¬ 
ers cigaret advertising. 

—S t i m ulate business 
and industry to help their 
employes 6top smoking. 
The society mentioned 
company bonus programs 
and wider insurance pre¬ 
mium reductions. 

—Maintain support of 
research, including work 
on the development of less 
hazardous cigarets. 


A AAA Clinical Eye on Cigaret 

cigaret A ^moWn^ C n H ^ ( ?? I) “: Three resolutions condemning 
cigaret Smoking and television cigaret commercials wer* 
under study today by committee,T the “S mS 
Association (AMA) at its 22nd clinical convention. 

•2 • Mon, Dec. 2,1968 
„ S. F. VALLEY - TIMES 
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Affluence 
And Illness: 

An AMA View 

- MIAMI BEACH (AP) — All 

— too many Americans are en- 
w dangering their health through 

dissipation While laboring under 
the illusioni that miracles of 
medicine alone will keep them 
well, some leaders of organized 
medicine report. 

The Board of Trustees of the 
American Medical Assn:, in a 
special report to the AMA's 22d 
clinical convention said: 

“Our affluence has reduced 
physical exertion and! increased 
overeating, excess drinking, 
smoking, late hours and drug 
consumption. 

"Advice of the physician Is 
too often ignored and slighted. 
The sense of well-being result^ 
ing from our progress leads 
many people to assume that ill¬ 
ness cannot strike them, or that 
cures are to be taken for 
granted.’* 

The board made the comments 
in urging the nation’s doctors to 
"educate the American people to 
the growing role of the individu¬ 
al in the delivery of health care.” 

The report added: "While 
much progress has been made 
5: In overcoming many historic 

:yv plagues of mankind, we find 
more and more illness due, at 
least in parU to abuse and neg¬ 
lect by the individual himself/’ 
Dr. Dwight L. Wilbur of San 
Francisco, president of the 
AMA, declared in his presiden¬ 
tial address to the policymaking 
house of delegates that millions 
of Americans falsely "assume 
there are easy ways to stay well 
and youthful looking." 

"The human being," he said, 
"remains the complex, finely i 
tuned, vulnerable body each of 
us inherits; but millions resist 
the arduous and disciplinary re¬ 
quirements of really caring for 

It. 

"Instead* they turn, among 
other things, to diet fads, patent 
medicines, a countless variety of 
pills, tobacco and alcohol, otten 
Instant and inadequate exercise 
and quacks." 


On another subject, Wi-bur 
urged physicians to maintain 
"effective self-discipline” as re¬ 
gards fees charged to patients, 
as one way to help cope with 
the "rising cost of health' care.” 

He also recommended that 
doctors "avoid hospitalizing any 
patient unless it is absolutely 
necessary" and "reduce the 
length of stays in hospitals tb 
the essential minimum," 

Among some 50 resolutions 
presented to the House of Dele¬ 
gates for possible action during 
the next three days was one 
from the Michigan delegation 
urging that the AMA "condemn 
all cigaret advertising on tele¬ 
vision." 


2osJ flnsfUg Cinulh 

Pyt VII— Mon., Dec. 2,1968 

fAkE WALK 

Tips Given 
on Ways to 
Quit Smoking > 

BY ARTHUR J. SNIDER | 

Exclusive t# TM Ttmts from ' 
th* Chlciso Daily N*w* 

MIAMI BEACH — 
Trying to quit cigarets? 
Take a walk instead of a 
coffee break, a dental 
scientist advises. 

The mid-morning pause 
at the coffee counter is one ! 
of the strongest influences 
in smoking, Dr. Robert B. 
Shira of Washington, D.C., 
told the American Dental 
Assn, convention here. 


/There is also a strong 
association with cocktail 
parties and social drink¬ 
ing,” he added. "Advertis¬ 
ing for cigarets may also 
be a reminder but not 
nearly as strong as sitting 
near a friend lighting your 
favorite brand." 

Mouth Cancer ToH 

Dentists have a profes¬ 
sional interest in smoking 
since cancer of the mouth 
is the second most fatal 
type of cancer. Ih addition* 
treatment often involves 
mutilating surgery of the 
lower jaw. 

Shira had this sugges¬ 
tion for those who cannot 
stop overnight: "Buy only 
one pack at a time. Carry 
it ini a buttoned pocket. 
Don't carry matches or a . 
lighter. Have substitutes, ! 
such as sugar-free gum or i 
candy, handy." j 


He conceded that in¬ 
crease in weight was likely 
to occur since the taste 
buds sharpen after cessa¬ 
tion of smoking. 

* "If weight can be main¬ 
tained, fine," he said. "If 
not, it will be easier to 
taper down on food con¬ 
sumption after smoking is 
under control." 

Dr. Shira drew some 
parallels between, the ab¬ 
staining ex-smoker and 
the ex-alcoholic. 

-"Each will rationalize 
that one cigaret or one 
drink is harmless," he 
said. "But after all, a pack 
of cigarets is merely 20 
single ones." 
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A New Method 
7 Pet. Stop Smoking 


S. F, VALLEY TIMES, Wed, Dec. 4, 1968 * J 


By JIM NEWSOM 

At 30, Howard R. Loy found 
• his “bag’* in an ashtray. Now 
^ he wages war on smoking. 

. Equipped with a master’s 
degree in the behaviorial 
sciences, Loy had been work- 
ing as a supervisor in the 
^ state’s Narcotic Addict Out¬ 
-patient Program (NAOP). 
TThen, during a meeting the 
quiet war of Howard Loy 
began. He explained it this 
way: 

“There were q half-dozen of 
us working around a table. 
Suddenly we realized we were 
all smoking. If we couldn’t 
break an addiction to smoking 
howrfcould we help a narcotic 
addjetr* 

l|>y and his behavorial 
psychologists began, working 
on the problem on the side. 
TIfeir question: “How can 
humans be taught to ‘unlearn* 
tba ‘learned* behavior of 
smoking . . . and do it safely, 


the subject to seek out some j 
other outlet that might be 
even, more harmful?” 

Even while teaching in Glen¬ 
dale College, Loy continued to 
work on the project One by 
one his friends lost interest. 

Eighteen months ago the 
project was brought to the 
public |as Loy opened 
“American Council on Smok¬ 
ing and Health, Inc.’* in three 
locations. The Hollywood 
“Smoking Control Center** is 
located at 6565 Sunset Blvd. 

“People think smoke relaxes 
them,** Loy explained. “They 
think the chemicals do that 
... but they don’t. When you 
tak« a long drag on a cigaret 
you say to yourself, ‘that was 
relaxing,* If it was, it relaxed 
from a psychological stand¬ 
point only. 

“People who want to quit 
smoking andi do it by sheer 


control find. themselves suf¬ 
fering from a conflict situatior 
that may last as long as twe 
years,” Loy pointed out. 

For a moderate fee, Loy 
puts his plan to work on the 
smoker-subject without using 
drugs, pills, pacifiers, hyp> 
nosis or machines. Part of the 
program includes instruction 
in such psychological ap¬ 
proaches of learning behavior 
as “progressive relaxation, sub¬ 
conscious programming and 
breathing exercises.” 

Loy claims that of the 2,000 
people who have tried the 
system, 87 per cent made it. 
The 13 per cent that went back 
to the smoky world of 
cigarets, cigars and pipes 
.“didn’t follow instructions.” 

Of these people, seme stnok-, 
ed as much as six packs a 
dayl 'Many were ordered to 
“take the cure” by doctors 
l who found lung problems. 

Within a week, Loy said, a 
person can be taught to 
relieve tensions and control 
the desire to smoke. The next 
two weeks in the courses are 
designed to “prove to the sub¬ 
ject’’ that he has actually quit 
and doesn!t need to smoke. 

“Our approach is positive 
rather than negative. I think 
it’s a good thing for people to 
know the dangers of smoking, 
but it doesn’t help the person 
quit just because he knows lt*s 
bad for him,” Loy said. 

He knows from a personal 
experience of II years the role 
of the cigaret in a smoker’s 
life. “I was the first guinea 
pig to try out our plan based 
on behaviorial learning,” he 
explained; 

Loy discounts the idea that 
his “quitters” gain weight as a 
result. “If we relieve the 
tension then we relieve the 
desire to nibble while quitting. 


We can use the same 
behaviorial sciences to take 
off weight. Host 45 pounds.” 

He admits he’s not ready to 
market a plan for weight 
reduction based on behaviorial 
sciences just yet, however. 

Some of those who come to 
the Smoking Control Center 
bring with them a certain kind 
, of fanatic dedication to the job 
ahead. “One woman had her 
doctor give her sleeping pills. 
She intended to spend her time 
with us and then sleep the rest 
of the time to avoid tempta¬ 
tion. We advised her against 
it,” Loy recalled. 

A mother brought in her 23- 
year-old daughter (with lung 
damage) and enrolled in the 
program with her because the 
I younger woman refused to 
I' take the course alone. 

“At the end of three weeks 
the mother damned me for ac¬ 
tually causing her to quit 


smoking evtn though she had 
just intended fake interest in 
the program to help her 
daughter,” Loy said. “She 
never really wanted to quit in 
the first place.” 

Among local personalities 
who have gone the Loy route 
are JoAnne Woodward and 
Hal March. March appears in 
the ACSH advertisements. 
Mrs. Paul Newman likened 
her success at quitting the 
habit as being worth more to 
her than her recent picture 
“Rachel, Rachel.” 

In a bulletin of the Los 
Angeles County Medical Assn., 
titled “100,000 doctors have 
quit smoking . . . they can’t 
be wrong,” the statement 
reads in part: 

“Ehmination of cigaret 
smoking is, in fact, the single 
most important health 
measure available today ior 
the prevention of disease and 
premature death'in the ILS.” 
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SMOKE SIGNAL—Howard Loy with ash tray full 
of cigaret butts could be sending signal marking 
his war on smoking. A former smoker who broke 
the habit, he works with other nicotine slaves. " A 
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Ad^wise & Ways 


Some Shun Anti-Cancer Jobs 




Bv KENNETH McKENNA 

When the American Cancer Society ’s advertising agency was casting for its 
television commercial campaign, about 80 actors and actresses were contacted for 


auditions. All but a few 1 
begged off. i 


The excuses were many t but! ; 
what they boiled down to was 
this: a person who appears on 
TV commercials for a living is 
reluctant to cut himself off from 
a chance at cigaret advertising. 
With residuals, a tobacco spot i 
can mean $ 15,000 * year. For 
public service TV work, there's 
a one-time fee, explained Hick 
Lord, head of Lord, Geller, Fed- ! 
erico & Partners. 


Waitress a ‘Find* 


“We really had to scrounge for 
talent/' Lord recalled. They did 
manage to sign up four profes¬ 
sionals, who happened to be 
zealous anti-smokers. The rest 
were collected on a deadline basis : 
from any source that could be 
found. At tbie last minute, agency 
employees were Unboning 
friends—anyone—for help. 

The result was a merry crew 


of performers who had nothing 
whatever in common: a copy 
chief, a photographer's repre¬ 
sentative, a TV announcer and a 
beArded spieler for Circle Line 
trips around Manhattan. In the 
tradition of show biz folklore, 
their prize find was an attractive 
waitress who worked In a res¬ 
taurant near the studio where 
the commercials were filmed. 

The Screen Actors Guild took 
one look at the commercials and 


\ blew off steam instead of smoke, 
i “Why didn't 1 you use profes¬ 
sionals/' a union representative 
asked indfgnantly. Lord ex¬ 
plained. That was that. 

T h e t w o commercials that 
Lord, Geller, Ffedferico created 
for the Cancer Society have 
achieved a certain fam® for the 
agency, which is barely a year- 
and-a-half old; One parodies “the 
pretty people, happy things, pret¬ 
ty places" approach affected by 
cigaret companies on TV. The 
1 other takes off on the standard 


jcowboy shootdown; the good guy 
is saved when the bad guys start 
coughing. 

“We were making a presenta¬ 
tion to a client,” Lord said, “He 
kept saying, ‘yeah, yeah/ until 
we came to the cancer commer¬ 
cials. He was surprised we had 
done them. We got the account. 

Aid to Business 

“They've been a big help in our 
business. They've let us demon¬ 
strate what we can do on TV." 

For its upcoming .efforts for 
the Cancer Society, Lord, Geller 
has a simple dodge to heat the 
actor gap. They are asing draw¬ 
ings and cartoons. No live people. 
The most striking, one 'shows a 
closeup of, a hand pushing a coin 
into a cigaret machine* As the 
coin clinks, clinks down the slot, 
the camera quickly switches to a 
dice rolling, a whirling roulette 
wheels race horses at the gate. 

Suddenly, back at the machine, 
a cigaret pack drops out. The 
announcer says: “You lose.” 



Source: https://www.industrydocuments.ucsf.edu/docs/ykjkOOOQ. 
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I CRITIC 


COMPLIMENTS 



* By RICK DO BRO W 

t I HOLLYWOOD — (UPI) — Televiewers hava, 
v surely noticed the excellence of the home' screen’s 
1 anti-cirgarette commercials. : i . ) " 

But 'Do one thus far has 

V. summarized their effective-:'* at it thoOg&fc 

, fully, * them at you, and say*, 


ha saltf, ‘ThaTs bow I -got 
’ my new wi^e/ ; 

/. x'C^^lif .luggfets " 

• 'Tte 'i kttk^at that- ani j 
clgar^ttf western. tJTbe kfllers^ 
v «Ttep. a ■. saloon.^ Everyone * 
W£ei. The men /’light their \ 
- elgaiattea. Hien ffeey ftart to^ 
l cobgh ’<- t y ; antFcough :irt& ■ 

COUgtt' feW/attgir 

r tfll If* clear Who 
are. BT* 

r and - - ■*- 3 


34 * it 


ness as well as Carroll Carroll' { 
l the resident expert on tele- 
♦. vision advertising and com* 
v mercials for “Variety.’* 


JHave yp* ever thought what 
[^happens to you when you Jight < 
>> cigarette? (pause.) We" 


In a superWy- informali ;and L have/ The next thing you see 
Incisive article, the kind, for is the logo for the American ] 
# which “Variety” is famous, ' 
v Carroll writes: 


•v “THE PUBLIC service anti- 
—cigarette commercials grow 
better fend better while the 
‘•'butts plugs, coming one after 
"’the other in rapid succession, 
!; grow less and less convinc- 
. * ing." . y* . 

^ Carroll notes that 


Heart aBsadartfoo/* 4 / 

Carroll is deadly in singling 
Lout the trivial approa ch of ‘ 


.cigarette ads as opposed to 
the gut-hitting ant£*mofcing 
|r commercials* For . example, 
•after observing that “Wlpetoo 
gives you the hot tip that 
‘it tastes good like a cigarette 
;■ should/ ” the article con- 
j; tinues: . ..... /•; .. 

by agreement; 3 to 1 in : l"? answer to all this the 
' favor of the (tobacco) Indus- * ^ a7 ] c f r soc iety and Heart as- 
try. Three cigarette spot*'for : f. oc [ atl<m *° ? ght G ° 
v-every warning. How come? u t ^° u about E°«* 

* on in your guts while-, you 

enjoy a smoke that’s one silly 
millimeter longer, walk a mile 

management to hammer oirt a $££&?* teca^'you 


- is worth it to'get. the 
latest Issue of “Vartety*Ljuat 
J to read thetSarmll article—^ 
araHo paw it arotmd/^iwrou ^ 
is everything a critic should' 
•be: Intelligent; entertaining, 
insouciant* a bit of a crusfede^ 

Y—and a harpooniit to be reck- 
oned with^ as wltneia tbe fpf- 
" lowing; . . t '/*•? ' 

,, There’* another new cigar* 
f-ett* on : ttMfclfhart feJlVIrtHnia f 

to be made. 
.. jujt for''wdnjtirS»ffli“to have 
, the flavoyfwofhoKBl^ ibest— 

NTrginia. - 

'This tn2fersftd<#n As prol/ 
Ably atfttpndhanging i 
•round eraSbiu@|gWdt^couiit-/ 

„ tag the.dames whajukedforl 

Virgfei* ^ ( 


ft i *' _ 

^ WELL* when both sides sat 
n down with the FCC and TV 


it.schedule that would allow 
?: everybody to make money and 
save face, an attorney for the 
' FCC, when asked what he 
-• thought would be a fair for- 
y mula for TV to follow in rum 
' 4 ning the anti-cigarett# blurbs, 
ad libbed the 3-to-l ratio and 
the industry grabbed it/* l; 

t Among the effective anti- 1 
f smoking ads that Carroll cite* 
j»is the ope “that opens (and 
Rioses) on a 'man standing 
fwith a cigarette in his hand* i 

*• ... ■ i 


asked the man next door if 
he saved Raleigh coupons and 


Source: https:/ ndustrydocuments.ucsf.edu, ■ cs/ykjkOOOO . 
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THE SMOKING RATIO 


'Anti-ads'Tell It Like It Is 


| By RICK DU BROW 
HOLLYWOOD (UPI)-Tele- 
viewers have surely noticed the 
excellence of the home screen’s 


anticigarette commercials. 

But no one thus far has 


summamed their effectiveness 
j as well as Carroll Carroll, the 
witty and knowledgeable res¬ 


ident expert on television 


commercials 
trade paper 


j advertising and 
for the weekly 
j “Variety.” 

! In a superbly informal and 
incisive article, the kind “Varie¬ 
ty” is famous for, Carroll 
writes this week: 


Carroll notes that “the odds 


“The public service antici* 
garette commercials grow bet¬ 
ter and better while the butts 
plugs, coming one after the 
other in vapid succession, grow 
less and less convincing.” ** 


are, by agreement, 3-1 in favor 
of the (tobacco) industry. Three 
cigrette spots for every warn 
ing. How , come? WeH^ when 
both sides sat down with the 
FCC and TV management to 
hammer out a schedule that 
would allow everybody to make 
money and SAVE FACE. An 
attorney for the FCC„ when 
asked what he thought would be 
a fair formula for TV to follow 
in running the anticigarette 
blurbs, ad libbed the 3-1 ratio 
and the industry grabbed it” 
Among the effective antis¬ 
moking ads Carroll cites is the 
one “that opens (and closes) an 
a man standing with a cigarette 
in bis hand. He looks at it 
thoughtfully, then at you, and 
says, ‘have you ever thought 
what happens to you when yoq 


ker because you asked thyman 


next door if he saved Raleigh 
coupons and he said, "Tha^s 
how I got my new wife.’” 

Carroll suggests: “Take a 
look at that anticigarette 
Western. The killers enter a 
saloon. Everyone hides. The men 
light their cigarettes. Then they 
start to cough...and cough and 
cough and cough and cough till 
it’s clear who the killers really 
are. It’s a perfect parody and a 
pretty good parable.” ..... . 

It is worth it to get the latest 
issue of“Variety” just to read 
the Carroll article—and to pass 
it around. Carroll is everything 
a critic should be: intelligent, 
entertaining, insoucient, a bit of 
a crusader—and a harpoonist to 
be reckoned with, as witness 
the following: * 

h—__-_._/ l 


“There’s another new ci¬ 


garette on the ma rket, Virginia 


Slims, that c laims to be made 
just for women and to have the 
flavor women Eke best— 
Vir ginia. This information was 
probably attained by hanging 
around grape juice joints count' 
ktg the dames who asked for 
Virginia Dare.” 

The Channel Swim: CSS-TV’S 
“Daktari” series has been 
canceled and will go off the air 


place on Jan. 29 by a variety 
series starring GLen Campbell, 
whose show was the vacation 
substitute for the Smothers 
Brothers this past summer...Ti¬ 
ny Tim sings “Stouthearted 
Men” on NBC-TV’s “Rowan and 
Martin’s Laugh-In” Nov. 25, and 
also plays General Custer. /] 


light a cigarette? (pause.) We f 
have.’ The next thing you see is 
the logo for the American Heart 
Association.” 

Carroll »' deadly In singling 
out the trivial approach of 
cigarette ads as opposed to the 
gut-hitting antismoking com¬ 
mercials. For example, after 
observing that “Winston gives 
you the hot tip that ‘it tastes 
good like a cigarette should,’” 
the article continues: 

“In answer to all this th* 
Cancer Society and Heart 
Association go right on socking 
it to you about what goes on in 
your guts while you enjoy a 
smoke that’s one dmy millime¬ 
ter longer, walk a mile for a 
Camel, or become a chainsmo- 


O 
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Source: https://www.industrydocuments.ucsf.edu/qlo.C5/yjKjK0i^0-> 







PROGRESS ON CANCER: THE LATEST 


What lies behind reports'' 

science making really important Fieadway at" fast? 'A chedc Vlth medical experts 
brings you* up to date on recent advances in cancer research, diagnosis, treatment, 
pain-relieving measures. It's a picture of slow but definite steps toward cures. 

• <«* ■„ v . Vi : -^;/0 . -• , \. - ■’ U ^ 'C 


Among medical authorities there is 
growing hope that the long and expen¬ 
sive fight against cancer is finally pay¬ 
ing off. 

No laboratory scientist or practicing 
doctor yet talks of a “breakthrough” 
against cancer. Nevertheless, the experts 
these days clearly, give the idea that 
years of research and practical bedside 
work are on the verge of achieving im¬ 
portant new successes, with drugs and 
other measures. 

The most recent indication of this 
hopeful attitude came in a special re¬ 
port from the National Cancer Institute, 
a branch of the Federal Government’s 
National Institutes of Health: 

The report said: “The potential for 
drug control of cancer is advancing rap¬ 
idly.. ... Complete remission of disease 
for extended periods has been noted in 
acute leukemia,” which is the major 
cause of cancer death in children. 

The report also stressed “significant 
gains” in the treatment of Hodgkin’s 
disease and some other less common 
forms of cancer, which until now have 
been regarded as inevitably fatal. 

On the basis of these successes, NCI 
authorities also expressed hope that many 
of the solid tumors, such as cancer of the 
breast, liing, kidney, coloni and prostate, 
will also yield to drug therapy—perhaps 
within 10 years. These are the cancers 
that usually afflict adults, and most cancer 
victims are adults. 

Better diagnosis. Another encourag¬ 
ing fact is the development of highly 
accurate tests for the presence of cancer 
in its early stages. Diagnostic tools and 
techniques now' include these important 
aids: 

• Electron microscopes that can de¬ 
tect the smallest abnormality that could 
lead to cancer in any living cell. 

• Improved ways of keeping cells, 
whether diseased or healthy, alive so 
that changes in them can be noted as 
they respond to delicate tests. 

• Growing knowledge, based on bet¬ 
ter understanding of the body’s chem¬ 
istry, of how cancerous tissues differ 
from healthy tissues. 

• Sensitive devices that show up 


breast tumors before they are detectable 
by sight, touch, or even X ray. 

• Simple tests that can be performed 
quickly in the doctor’s office which will 
indicate malignancy in the uterine cer¬ 
vix or in the mouth. 

• Radioactive elements in minute 
doses to spot the exact location and size 
of certain internal cancers—particularly 
in the liver, brain, bones and intestines 
—that couldi not formerly be detected 
until they had spread past hope of suc¬ 
cessful treatment, 

• Methods of getting tissue for cancer 
tests from a patient's lung without: re¬ 
sorting to surgery. 

• Laboratory techniques, using newly 
developed: biochemicals and equipment, 
that will tell quickly and accurately 
whether a patient really has a cancer, 
what kind it is, what treatment offers 
the best prospects of success. 

Higher recovery rale , but—. With 
all these means for diagnosing cancer 
early, the recovery rate from the dis¬ 
ease among Americans known to have it 
is only 1 out of 3. This is better than 
the 1-ip-4 recovery rate of 20 years ago. 
But it is stilli too low, say officials of 
the American Cancer Society, In view of 
everything that is known about cancer 
today, these experts assert, the recovery 
rate really should be 1 out of every 2 
patients in whom the disease is diag¬ 
nosed. 

The main reason why more cancers 
are not detected early and cured more 
frequently, the ACS suggests, is that 
many people do not know the warning 
signals, or choose to ignore them and 
avoid having physical checkups. 

Most experts now agree that cancers 
start when: a cell; or a small; group of 
cells, somehow “goes wild” and attacks 
neighboring, normal cells. 

Sometimes, these “wild cells” form a 
slow-growing colony that stays in one 
place for a fairly long time. These are 
called “localized’* cancers and usually 
offer a good chance for successful treat¬ 
ment while they are in that state. 

Eventually, though, almost all cancers 
"metastasize'-spread throughout the 
body. Somehow—scientists are still not 


sure how—these malignant cells grow 
through and around normal cells, chok¬ 
ing them off or transforming them into 
cancerous cells. 

When this happens, chances of a cure 
are dim indeed at present. 

Types—and treatments , Research 
has now fixed rather firmly the conclu¬ 
sion that there are really three basic 
types of cancer: 

1* Sarcomas—malignant growths that 
originate in cartilage, fatty tissue, nerve 
sheaths, muscle cells and some bones. 

2. Carcinomas—malignancies originat¬ 
ing in the skin, the mucous membranes, 
the glands, the gastrointestinal tract, the 
lungs, the liver, the brain. 

3. Leukemias and lymphomas—can¬ 
cers that attack the sources of the vital 
fluids of the body—the blood and the 
lymph—and are spread throughout the 
body by circulation of these fluids. 

At present, as the report from the 
National Cancer Institute indicated, 
drugs now offer the best hope of treat¬ 
ing leukemias and lymphomas. 

Solid tumors in most parts of the body 
are usually treated by surgery or by radia¬ 
tion, or by a combination of both. Oc¬ 
casionally these forms of treatment are 
augmented by drug or hormone therapy 
as well. 

Improved anesthetics and better ways 
of sustaining the heart and other vital 
organs while an operation is in progress 
have played a major part in the greater 
reliance on surgery for cancer in recent 
years. So have the vast improvements, 
through increased practice and better 
instruments, in the performance of deli¬ 
cate operations on parts of the body 
once considered impossible for the sur¬ 
geon to reach. 

In addition, surer methods of maim 
taining an ample supply of blood and 
oxygen during the operation, coupled 
with better safeguards against infection 
afterward, have all meant better pros¬ 
pects of survival for cancer patients un¬ 
dergoing surgery. 

New techniques. In some cases, a 
patient’s general physical condition may 
be too weak to permit surgery. In other 
cases, it may be that use of radiation to 
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WHERE CANCER 
RESEARCH 
IS HEADED NOW 

Americans at present are spending 
more than 1 300 million dollars a year 
in public and private funds on the 
problem of cancer. Top priority is 
being given to these fields— 

VIRUSES: Laboratory tests have 
shown that viruses can cause can¬ 
cer in animals and that these can¬ 
cers can be transmitted from one 
animal to another. Some of these 
viruses leave traces that are very 
similar to those that have appeared 
in human victims of cancer. 

Recent investigations at a number 
of research centers have shown virus¬ 
like organisms in breast cancers—the 
most common cancer among women. 

Scientists at Baylor and Emory 
universities, working independently, 
have shown the presence of a herpes 
virus—akin to the agent that causes 
the common “cold sore”—in a signifi¬ 


cant number of cases of cervical can¬ 
cer, which ranks second among 
female malignancies. 

If it can be proved that some 
viruses cause some kinds of cancer, , 
as many scientists believe, then, 
they say, these cancers are actually 
infectious diseases. If that is so, a 
vaccine against virus-caused cancers 
should be possible. 

"WONDER" DRUGS: Every year 
researchers supported by the Nation* 
al Cancer Institute test at least 
15,000 natural and synthetio drugs 
for cancer-curing potential! For leu¬ 
kemias and lymphomas, nine drugs 
have proved more deadly to cancer 
cells than to normal cells. The search 
goes on, and promising leads keep 
turning up. 

One such lead is being worked on 
by Sister M. Rosarii Schmeer at the 
University of Colorado. She has 
found an anticancer factor in the 
cherrystone clam. Sister Schmeer has 
isolated the factor and found it toxic 
to human cancer cells but harmless 
to normal cells. 

Sister Schmeers tests are still in 
the laboratory' stage, but Dr. Solbmon 
Garb, a nationally recognized au¬ 
thority on cancer, calls her w'ork 
“one of the most promising leads in 
cancer research.” 

ENVIRONMENT: Asbestos workers 
have a high rate of lung cancer. In 
the early days of radiology', workers 
with X rays—and patients too—often 


got cancer-causing overdoses. Recent¬ 
ly there has been worry about emis¬ 
sions from color-television sets. 

Cigarette smokers are said by 
some researchers to be in great dan¬ 
ger from lung cancer. 

Much effbrt is going into identi¬ 
fying cancer*causing agents in the 
environment. If such agents can be 
found, they can perhaps be modi¬ 
fied and rendered harmless. 

THE HUMAN CELL: Three Ameri¬ 
cans shared the NObel Prize this 
year for their work in unraveling 
the mystery of how the normal cell 
goes about its business of growing 
into a special kind of cell and then 
dividing to reproduce other cells 
like itself. With that as a start-and 
looking a long way ahead—molecular 
biologists are seeking to find out 
just how and why cancer cells be¬ 
have differently. Can they be 
changed back to normal? 

AGING: Most cancers, except for 
acute leukemia, develop late in life. 
Is there something in the aging 
process that helps cancers establish 
themselves? 

If this factor can be identified, 
perhaps it can be combated! After 
all, medical men pointed out, dia¬ 
betes was once a hopeless disease. 
But it can be controlled now. 

These are top questions cancer 
scientists are asking now. The an¬ 
swer to one, they suggest, may lead 
tO answers to all the others. 


destroy the malignancy would destroy 
too much healthy tissue to warrant the 
risk, except as a last resort. But help 
may be om the way. Recently, cancer 
specialists in Boston and New York have 
reported success in treating some forms 
of cancer by new means. 

These specialists have used the ex¬ 
treme cold of liquid nitrogen to freeze 
cancer cells to death, leaving unscathed 
the normal cells. This treatment, called 
cryosurgery, has been used in Boston as 
a spray against skin cancers. Reports are 
that, during the past 18 months, 150 
patients have received this treatment, 
without need of an anesthetic. In no 
case, so far, has any of the cancers re¬ 
turned. 

In New York, cryosurgery has been 
used! to ease the pain of! cancers that 
have metastasized to the bone. Relief of 
pain has been reported as excellent. Fur¬ 
thermore, the reports suggest that nor¬ 
mal bone tissue has regenerated more 
quickly after the cryosurgery than it usu- 
! does after the heavy dose of radia¬ 


tion needed to treat the same problem 
by X rays. 

Also from New York come reports of 
success in treating lung-cancer patients— 
regarded as incurable and inoperable— 
with "seedf ’ of radioactive iodine. 

Some of these "incurable” patients are 
still alive five years after treatment be¬ 
gan. This is regarded as a "cure” by 
cancer experts. 

Doctors involved in these cases noted 
that, among the patients who did die, 
the implant procedure gave them relief 
from the cough,, fever and pain of their 
disease. 

Relieving pain. "Back of all the ef¬ 
forts to prevent cancer, or cure it when 
it occurs, is the fight against human suf¬ 
fering,” Dr. Kenneth M, Endicott^ di¬ 
rector of the National Cancer Institute, 
has declared. 

Narcotic drugs have been widely used 
for a long time to ease the pain of ter¬ 
minal cancer. But physicians have been 
looking for something better. Narcotics 
are expensive. They can cause addiction. 


Their use usually requires long, expen¬ 
sive nursing care. 

Pharmaceutical firms keep striving for 
nonnarcotic painkillers, and there are 
some promising products in the works. 

Meanwhile, a new approach to the 
problem was proposed in October by 
Dr. M. Judah Folkman of Harvard. 

Speaking at an international symposir" 
urn on “Engineering and Medicine,” Dr^J 
Folkman reported a potential “do 
yourself* treatment, by which patient^s^ 
with terminal cancer could relieve theirs 
pain without! resorting to narcotics o SZ 
stupefying amounts of anesthetics. 

Dr. Folkman’s device consists of 
small rubber tube inserted in the pafsj 
tient’s wrist. A monitoring device, con^^ 
trolled by the patient, filters anesthetics^ 
into his veins at a rate that will control 
his pain without dulling his senses. 

So far, the method has been tried only 
in the laboratory. Results have been so 
encouraging, however, that Dr. Folkman 
believes human tests may begin within 
a year. 
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Anti-Cigarette ‘Commercials’ 

The need for frank and intensified public education 
about the dangers of cigarette smoking has been 
pressed by no fewer than three Federal agencies—the 
Public Health Service, Federal Trade Commission and 
Federal Communications Commission. These, in turn, 
have been carrying out the mandate Congress gave 
In the Cigarette Labeling and Advertising Act. 

The United States Court of Appeals in Washington 
has now upheld the requirement by the F.C.C, that a 
station carrying cigarette commercials provide "a 


significant amount of time for the other viewpoint.” 
In varying degrees, radio and TV stations have been 
running “commercials” from cancer and heart organi¬ 
zations for over a year—and these have been seen 
and heard regularly in the same forum where the 
blandishments to smoke cigarettes are strongest. One 
New York station yesterday began an unusual series 
11 of public service programs to teach smokers how to 
quit. 

The District of Columbia judges upheld the F.C.C. 
t ruling out of a belief that the volume of cigarette 
advertising made “existing sources” inadequate to 
inform the public of the nature and extent of the 
danger from cigarette smoking. 

The F.C.C. had based its ruling on the “fairness doc¬ 
trine” which is at the heart of licensed broadcasting. 
The tobacco companies and broadcasters are expected 
to appeal to the Supreme Court, which already has 
under consideration related Issues on the F.C.C/s 
authority. This much is certain: Federal agencies must 
not take any steps backward in telling the American 
public about hazards to its health. 


Source: https://www.industrydocumerits.ucsf.edu/dpos/^jkODCtO;-; 
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CHICAGO, ILL 

MONTHLY 8.00u 


NOV 1968 

ROWNTREE & CO. LTD., of 
England has appointe d Philip M or¬ 
ris, Inc , as national distributor for 
Rowntrpe candy products in the 
U.S. ■ ; i 



BOSTON — Paul D, Townsend, Vice President-General 
Products of Philip Morris Domestic, treats youngsters at 
the National Candy Wholesalers Association to Rowntree 
candy bars. Announcement was made at the convention 
by Townsend and S.A. Free, Overseas Companies Director 
of Rowntree & Co., Ltd., that Philip Morris will become 
national distributor for Rowntree candy products in' the 
UiS. In its display booth at the convention, Philip Morris 
featured these Rowntree products: After Eight thin mints 
and Polo mints—dark chocolate covered thin mints, Black 
Magic^—assorted dark chocolates, Dairy Box — assorted 
milk chocolate} candy bars; Kit Kat—light crisp wafers in 
milk chocolate, Aero—whipped chocolate bar, Coffee Crisp 
—a Hght snack in'chocolate and Caramel Crisp—light crisp 
wafer in caramel and milk chocolate. 
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Personna High-Speed Shaver 
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Richard Crux of Itondon demonstrates His high speed shaving tacK- 
niqua for Paul Townsend, Vic« President-General Product of Philip 
Morrh Incorporated. Mr. Crux, who wa* a winner in, a speed shaving 
contest: sponsored by, Personna in Ibndon, is touring the U.S. demon¬ 
strating the comfortable, fast shave he gets with Personna Electro-Coated 
Blades. His winning time for shoving is 19 seconds. Personna Electro- 
Coated Blades are made by tha American Safety Razor Company. 



NOV i 8 I960 $>X;. 

New Magazine Push 
Backs Personna as 
Better Than Gillette 

' New York, Nov. 13—American 
Safety Razor division of Philip 
Morris Inc. has added magazine 
support to its tv push for Elec¬ 
tro-Coated Personna blades. 

Personna’s previous use of 
print for Electro-Coated was an 
introductory newspaper drive in 
July that included this state¬ 
ment: “A leading independent 
consumer testing organization 
says people prefer our bladb.” 

The statement resulted in a suit: 
against Philip Morris by Consum¬ 
ers Union, which said the state¬ 
ment referred to its March, 1968, 
“Consumer Reports'’ and a listing 
of the four leading blades. The 
list rated the four, including Per¬ 
sonna, as equally satisfactory. 
The suit is currently in the pre¬ 
trial stage. 
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NOV 18 1968 

Speak Easy Cents-Ofl Set 

/ Philip Morris Inc.’s A.S^R. Prod¬ 
ucts division is offering a 50<soff 
redemption coupon on' packages of 
Speak Easy aerosol breath fresh¬ 
ener. The freshener, usually re¬ 
tailing for 89£, will be displayed 
in a new package, and in a; new 
point of purchase display with 
coupons attached. Well's,. Rich, 
Greene, New York, is the agency. 

/CC2 


■ The new Personna print effort 
includes b&w pages in Life , The 
Saturday Evening Post , Sports Il¬ 
lustrated,, Time and TV Guide , 
and no mention is made of en¬ 
dorsements. Instead, a compari¬ 
son is made with Gillette, the 
headline reading, “Personna blades 
have to shave better than Gil¬ 
lette’s. Not just as good. Better.” “ 
Copy says the statement is “a sim¬ 
ple directive from the chairman 
of the board.” 

Wells, Richi Greene is the ASR i 
agency . # / 





Source: https://www.industrydocuments.ucsf.edu/clocs/ykj.kQOO07.. 
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Personna High-Speed Shaver 
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Richard Crux of Itondon demonstrates His high speed shaving tacK- 
niqua for Paul Townsend, Vic« President-General Product of Philip 
Morrh Incorporated. Mr. Crux, who wa* a winner in, a speed shaving 
contest: sponsored by, Personna in Ibndon, is touring the U.S. demon¬ 
strating the comfortable, fast shave he gets with Personna Electro-Coated 
Blades. His winning time for shoving is 19 seconds. Personna Electro- 
Coated Blades are made by tha American Safety Razor Company. 



NOV i 8 I960 $>X;. 

New Magazine Push 
Backs Personna as 
Better Than Gillette 

' New York, Nov. 13—American 
Safety Razor division of Philip 
Morris Inc. has added magazine 
support to its tv push for Elec¬ 
tro-Coated Personna blades. 

Personna’s previous use of 
print for Electro-Coated was an 
introductory newspaper drive in 
July that included this state¬ 
ment: “A leading independent 
consumer testing organization 
says people prefer our bladb.” 

The statement resulted in a suit: 
against Philip Morris by Consum¬ 
ers Union, which said the state¬ 
ment referred to its March, 1968, 
“Consumer Reports'’ and a listing 
of the four leading blades. The 
list rated the four, including Per¬ 
sonna, as equally satisfactory. 
The suit is currently in the pre¬ 
trial stage. 
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ucts division is offering a 50<soff 
redemption coupon on' packages of 
Speak Easy aerosol breath fresh¬ 
ener. The freshener, usually re¬ 
tailing for 89£, will be displayed 
in a new package, and in a; new 
point of purchase display with 
coupons attached. Well's,. Rich, 
Greene, New York, is the agency. 

/CC2 


■ The new Personna print effort 
includes b&w pages in Life , The 
Saturday Evening Post , Sports Il¬ 
lustrated,, Time and TV Guide , 
and no mention is made of en¬ 
dorsements. Instead, a compari¬ 
son is made with Gillette, the 
headline reading, “Personna blades 
have to shave better than Gil¬ 
lette’s. Not just as good. Better.” “ 
Copy says the statement is “a sim¬ 
ple directive from the chairman 
of the board.” 

Wells, Richi Greene is the ASR i 
agency . # / 
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Richard Crux of Ltondon d*mon*trates his high sp»«d shaving tech¬ 
nique for Paul Townsend, Vice President-Generol Products of Philip 
Morris Incorporated. Mr. Crux, who was a winner in, a speed shaving 
contest sponsored by Personna in Ibndon, is touring the U.S..demon¬ 
strating the comfortable, fast shave he gets with Personna Electro-Coated 
Blades. His winning time for shoving is 19 seconds. Personna Electro- 
Coated Blades are made by tha American Safety Razor Company. 
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Speak Easy Cents-Off Set 

t Philip Morris Inc.’s A.S^R. Prod¬ 
ucts division is offering a SOC^-off 
redemption coupon om packages; of 
Speak Easy aerosol breath fresh¬ 
ener. The freshener, usually re¬ 
tailing for 89£, will be displayed 
in a new package, and in a: new 
point of purchase display with 
coupons attached. Well's,. Rich, 
Greene, New York, is the agency. 
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New Magazine Push 
Backs Personna as 
Better Than Gillette 

* New York, Nov. 13—American 
Safety Razor division of Philip 
Morris_ Inc. has added magazine 
support to its tv push for Elec¬ 
tro-Coated Personna blades. 

Personna’s previous use of 
print for Electro-Coated was an 
introductory newspaper drive in 
July that included this state¬ 
ment: 4 ‘A leading independent 
consumer testing organization 
says people prefer our bladfe.” 

The statement resulted in a suit 
against Philip Morris by Consum¬ 
ers Union, which said the state¬ 
ment referred to its March, 1968, 
“Consumer Reports” and a listing 
of the four leading blades. The 
list rated the four, including Per¬ 
sonna, as equally satisfactory. 
The suit is currently in the pre¬ 
trial stage. 

■ The new Personna print effort 
includes b&w pages in Life t The 
Saturday Evening Post > Sports II- 
. lustrated, Time and TV Guide , 
and no mention is made of en¬ 
dorsements. Instead, a compari¬ 
son is made with Gillette, the 
headline reading, “Personna blades 
have to shave better than Gil¬ 
lette’s. Not just as good. Better.” k 
Copy says the statement is “a sim¬ 
ple directive from the chairman 
of the board.” 

Wells, Rich* Greene is the ASR / 
agency . # j 
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Scraping His Way to Fame 


NEW YORK - You’d think 
that Richard Crux' would be 
among the happiest men in 
-the >yorld. But he’s not. Here 
he is, the world’s foremost 
practicer of pogonotomy, but 
he goes around down in the 
mouth and bleeding a bit here 
and there. 

Richard, who is obsessed 
with his skill (pogonotomy, as 
you well know, is the scienti¬ 
fic term for shaving), feels 
that the world at large is not 
sufficiently impressed with its 
importance. 

Only a few months ago 
Richard* a Britisher, won a 
tournament and was acclaim¬ 
ed the fastest shaver in the 
world. Shattered all existing 
records, and trounced the old 
champ by shaving himself in 
an official 19 seconds. 

Actually, .he did it in 16 
seconds, but was penalized 
because he missed a micro* 
scopic patch of beard and 
nicked himself in two places. 
The latter is why he’s bleed¬ 
ing a bit here and there. 
WHY HE’S IRKED 

Now, Richard, quite proper¬ 
ly, was presented with the 
prize — 50 pounds sterling, 
which is a tidy sum for a man 
who regularly makes his liv¬ 
ing as a computer program¬ 
mer for an international min¬ 
ing company ip London. But 
Richard is devilishly irked 
that no enduring honors seem 
to go with the 50 pounds 
sterling. 

‘‘Look, here, old chap,” he 
said, “I noticed there’s the 
Davis Cup for tennis, the 
Nobel prize for science, and 


there are all sorts of Oscars/ 
and Emmys and Tonys and 
things — why, chaps like you 
even get a Pulitzer prize for 
your rather ordinary craft of 
journalism — but there’s noth¬ 
ing concrete or glittering or 
spectacular for the champion 
in pogonotomy. Shocking, 
what?” 

When he gets back to Lon¬ 
don, he’s going to try to do 
something about it. He’s 
planning to write to scientist 
Elbridge J. Casseimati who 
made a four-year study of 
shaving and wrote a paper 
about it for the American 
Medical Assn. Journal. Rich¬ 
ard believes that if he and 
Elbridge really jut their 
jaws a bit, they can establish 
the world is first Pogonotomy 
Prize; 

I looked at Richard’s face 
which carries the honorable 
scars, nicks* scrapes, cuts 
and welts of many a furious 
contest, and suggested that 
perhaps a color photograph of 
his face, what with the bleed¬ 
ing and all, might make a 
suitable prize to be awarded 
to the winner each year. 

“I suspect,” said Richard, 
“that you meant that to have 
an element of humor in it. 
Well, I’m sorry to say, it 
ranks with much of the humor 
I’ve heard since coming to 
America. Lots cf chaps are 
fond of asking me: ‘Did you 
win the championship by a 
whisker?’ and ‘How about 
throwing a match by shaving 
points?” 

Richard never thought he 
was a really speedy shaver 


until he read an ad in the 
London Times announcing a 
contest sponsored by Person* 
n a Electro - c oated Blades 
and noted that the champion 
apparently took longer to 
shave than he did. 

SHAVING TIME 

‘Tve always whipped 
through my shaving,” said 
Richard, “because I’m a lazy 
chap and I like to sleep ‘as 
long a possible ih the morn¬ 
ing. Why waste time shaving 
that can be spent sleeping, 
eh?” 

So, just for a giggle, he en¬ 
tered the contest and captur¬ 
ed the prize through shear 
bravery. An observer told me: 
“I thought he’d kill himself 
any moment. I had to cover 
my eyes. He has a lot of guts, 
that one.” 

Richard has been touring the 
Ui S., meeting and defeating 
all the little shavers who dare 
oppose him. He also has been 
giving forth on the history of 
shaving and is filled with in¬ 
teresting tufte of information. 

Primitive man, for instance, 
according to Richard, shaved 
with clam shells, sharks* 
teeth and highly honed flints. 
He doesn’t know whether they 
cut themselves more than he 
does, but he’s positive he 
could have outslashed their 
best practitioners. , 

The Egyptians, he said, 
shaved regularly but, oddly 
enough, didn’t like the clean¬ 
shaven appearance and took to 
wearing fal&e beards, some of 
which were made of metal. 


Source: https://www.industrydocuments.ucsf.edu/doQs/ykjkOOOO - 
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Durslag Interviews Sharp Fellow 


i British Wizard of Razor Tells 
How He Won Speed-Shaving Title 



Durslag 


By MELVIN DURSLAG 

LOS ANGELES — To start 
With, Richard Crux likes ladies, 
he is single and he lives in Lon* 
don. Roughly, this is tantamount 
to having a 
sweet tooth and 
living in Hersh- 
ey, Pa. 

Needless to 
say, Richard, 
who is 25, is ac¬ 
tive Socially. A 
g r a duate of 
Rugby, which is 
in W arwick- 
shire., he 
works as a 
computer o p- 
erator for a 
mining company. 

It is bis custom to shave each 
morning before departing for his| 
joffice. And then he does it again 
in the evening preparatory to 
the nocturnal events of his city. 

From such a humble be-j 
ginning, Richard was destined 
for greatness. And he has ar 
rived. Today, he is the world’s 

phampion speed shaver with a 

double edged razor. 

: Undefeated he has gone ear 
fo-ear in as last as 13 seconds, 
shattering all existing records. 
His stroke is matchless. And, 
nimbly, he works the upper lip 
- 2 - 


jwith deftness of a violin virtuoso 
playing pizzicato. 

Crux won the title last Sep* 
tember in London* unseating thej 
existing champion, a zoologist 
from the Isle of Jersey named 
Michael De Havilland-Geraghty, 

Overconfidence ruined De 
Havilland-Geraghty. Officiating 
at the shave-off was a local 
model, 5 feet 11, attired in a 
micro-mini skirt and a pink 
angora sweater, very, snug. 
Eyeing this smashing creature, 
unworried about Crux, D e 
Havilland-Geraghty blew a de¬ 
cision. 

Impressed with the new cham' 
pion, Personnajilades signed 
him and current! j 

is sponsoring him on a tour of 
America. 

In competitive shaving, the 
clock doesn’t start until the 
principals are lathered up. An 
entrant with a mustache is han¬ 
dicapped three seconds. One 
with long sideburns must give 
up two seconds^ points also are 
deducted for nicki and for ‘spots 
not whisked clean. 

An average shaving time for 
Crux is 17 Vi seconds. He re¬ 
quires but two fcnajor strokes, 
plus clean-up. 

Of course, being single, he 
enjoys a distinct advantage. 


How many husbands, blood 
pouring from their faces, have 
emerged from the bathroom, 
screaming at their wives, “I’ve 
told you 50 times — when you 
shave your legs, don’t leave the 
blade in the razor! M 
The trouble with everyday 
shavers, says Crux, is that they 
make too much of a case out of 
the simple function of shearing 
their whiskers. 

To begin with* It Is not 
necessary to remove one’s shirt 
to get a lather shave. Crux, in 
fact, doesn’t even remove his 
necktie, much less his glasses. 

‘'Gentlemen muck about too 
much merely getting ready to 
shave,” he says. “As you Ameri¬ 
cans say, they psych themselves 
out. Felling that a blade and 
lather shave is too much 
trouble, many resort to an elec-; 
trie razor, which doesn’t do the 
Job as cleanly.” 

“How can a guy shave with 
lather without taking off his 
shirt and tie?” he was asked. 

“Simple. You tuck in the 
collar a bit, apply a small 
amount of lather — this is only a 
lubricant for the blade and men 
use far too much —r and whisk it 
off with the longest strokes pos¬ 
sible* instead of with scads of 
short, choppy strokes.” 

“What do you do when the 
tafher drips on your auit?” 

| you lean over the basin at 
the proper angle, this is im 
possible. M 

Once the lather Is applied* the 
average shaver, according to 
Crux, can learn to remove it 
easily within one minute. 

It is important that men in 
this country develop good 
shaving habits, considering the 
difficulty these days of getting a 
shave in a barber shop. 

It is easy to get one in 
England, and, of course, In 
Italy, the home olfice, the shave 
Is a local arti i 

But American barbers, with 
operations keyed to assembly¬ 
line haircut production, don’t, 
like to mess with shaves. To dis-i 
courage them, some shops 
charge $3.50; others have re¬ 
jected them altogether. * 

Confessing to Champion Crux, 
that we watch television, we in¬ 
quired* confidentially, “is there 
really something about an Aqua 
yelva Man?” 

He responded, “poat-turg leal 
care 1$ another .field.** . 


Source: https://www.industrydocumerits.ucsf.edu/dpcs/ykj.k(K>p.0r 
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i RICHARD CRUX of London, Ebglan^l, the world's fastest 
| shaver, demonstrated his technique Friday at the American ^ 


Safety Razor plant in Verona (hiring a tour of the United 
States. (Staff Photo by Sheffer) 

World’s Fastest Shaver 
Pays Visit to Area Plant- 


VERONA — Richard Crux, 
25, of London, England, is 
touring the United States after 
^eing proclaimed the worldfs 
fastest shaver in a contest held 
recently in London; sponsored 1 
fby Personna Razor Blades. 

I A bachelor and computer 


ioperator for an international! 
mining .company, Mr. Crux,; 
iwho visited the American Safe-j 
ty Razor plant here Friday,, 
entered England’s world cham-‘ 
pion speed shaving contest held 
in the men’s hair dressing sal- 1 
on of Bush House ini London. 


Having seen a notice of the! 

‘ contest in the London Times,' 
; he entered and beat the for-' 
"baer champion with a total 
jshaving time of 19 seconds; 14 
seconds, faster than the old. 
! mark of 33 seconds. I 


The six-foot-eight English-' 
man will be touring 10 major 
cities in tHe^U. S. to demom 
; strate the outstanding speed 
with 1 which he is able to get a 
clean comfortable shave. I 


! During his five-week tour he 
Swill challenge afl comers to his 
■new found title as Speed Shav- 
jing Champion of the World. 

The contest, set up and pro. 
moted by Personna Razor 
Blades, is used as a promo¬ 
tional gimmick as well as det¬ 
ermining the fastest shaver in 
tthe west * * 

Source: https://www.mdustrydocumerits.ucsfredu^es/ykj 
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\ THE NEWS-VIRGIN IAN, Waynesboro, Virginia: 

\ __ Sa turday, October 26, 1968 



FASTEST SHAVER IN THE WEST is the 

billing given Richard Crux, 25, of London, 
England as he-touches up on his chin in a 
shaving demonstration at the American 
Safety Razor Co. in Veronai Mr. Crux, who 
stands six feet, eight inches tall, assumed 
the title after winning a contest ini London 


by shaving in 19 seconds, defeating five 
other contestants. He is currently making a 
tour of 10 major cities of the United States 
for Personna Electro-Coated Blades and 
also plans to appear on the Tonight Show 
in New York. Mr. Crux, insists, he “can’t 
get a close shave with an electric razor.” 

(News-Virginian Photo) 


( 6 ) . ... •. . . _ . •" 

. 5 v .Source: https://www.industry.documents.ucsf.edu/docs/ykj.kOOlOO *-• 
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MOUTH FRESHENER DISPLAY 

SpeakEasy aerosol mouth freshener 
is now available in two new pack¬ 
ages—a compact space saving chute 
display and a pilfer-proof blister 
pack. Each display contains one 
dozen units. ASR Products Co., Div . 
of PJitlifi Morris , Inc., 100 Park 
Ave. f New York, N.Y. 



Vziis Pdit 

TK. N. Y. 

r >*• 


NG7 


* o. 

* 


13£3 



Fort Worth Press 
FORI WORTH, TEXAS 

Dj.50,575 SUN. 56,9D4 

NOV 1 3 1968 am . 

_ •w -_ 

In Dallas today: RICHARD CRUX, the young Londoner 
who demonstrated his world’s fastest shave on the Johnny 
Carson Show Monday night. Crux, 25, has shaved himself In 
13}4 seconds, hopes to set a new record of five seconds. He’s 
on a promotional tour for Persotma blades. 

TO FORT WORTH’S ALREADY bountiful line-up of tour¬ 
ing shows due this month and next, add a touring company of 
“Funny Girl,” to play at Will Rogers Auditorium on Saturday 
night, Dec. 21/ To be seen in the original Barbra Streisand 
role is CARMEN NATIKU, star of New York musicals and 
opera. Co-starring with Miss Natiku is WALLY RUSSELL, 
brother of film star Jane Russell. Amusement Ticket Serv¬ 
ice will have tickets later. 

Fort Worth singers BONNIE PEMBERTON and WILLIAM 
PICKETT were to be heard on today’s Don Shook Show, Chan¬ 
nel 21, 5:30 to 6 p.m. Also the JIM NICHOLSON combo and 
The Novas , . . Today. 

Happy 15th birthday today to Italian Inn at 3132 E. Lan¬ 
caster . . . opened on this day in 1953 by ARMAND JONES, 
SID SMITH. The late BOBBY PETERS, television’s beloved 
Daddy-O, picked the restaurant site. 


Mrs. Shirley K nicely, a Perform a 
quality control blade tester, stumped! 
all the experts on a recent showing 
of What’s My Line? except one, the 
flacks for the American Safety Razor 
Co. pointed out recently. Arlene 
Francis, veteran member of the panel 
and, you should pardon' the expres¬ 
sion, a gal with a razor-sharp mind, 
correctly identified Mrs. Knicely as 
a razor blade tester on the panel’s 
last question. 

Says the press release about the 
event: “Mrs. Knicely described to 
the panelists, the studio audience and 
the national! television audience how 
Personna Electro-Coated Blades are 
tested for quality, sharpness and 
uniformly-coated shaving edge.” 

We think Mrs . Knicely nicely 
stumped the panel. She’s really an\ 

advertiser. ——- 

__ * * # 
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SpeakEasy aerosol mouth freshener 
is now available in two new pack¬ 
ages—a compact space saving chute 
display and a pilfer-proof blister 
pack. Each display contains one 
dozen units. ASR Products CoDiv. 
of PJtiltfc Morris , Inc., 100 Park 
Ave., Network, NY. 
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I'ort Worth Press 

FORT WORTH, TEXAS 

Dj,bO,S7b SUM. 55,904 

NOV 1 3 1968 

_ ■_ 

In Dallas today: RICHARD CRUX, the young Londoner 

who demonstrated his world’s fastest shave on the Johnny 
Carson Show Monday night. Crux, 25, has shaved himself in 
13}4 seconds, hopes to set a new record of five seconds. He’s 
on a promotional tour for Personna blades. 

TO FORT WORTH’S ALREADY bountiful line-up of tour¬ 
ing shows due this month and next, add a touring company of 
‘'Funny Girl,” to play at Will Rogers Auditorium on Saturday 
night, Dec. 21/ To be seen in the original Barbra Streisand 
role is CARMEN NATIKU, star of New York musicals and 
opera. Co-starring with Miss Natiku is WALLY RUSSELL, 
brother of film star Jane Russell. Amusement Ticket Serv¬ 
ice will have tickets later. 

Fort Worth singers BONNIE PEMBERTON and WILLIAM 
PICKETT were to be heard on today’s Don Shook Show, Chan¬ 
nel 21, 5:30 to 6 p.m. Also the JIM NICHOLSON combo and 
The Novas . . .• Today. 

Happy 15th birthday today to Italian Inn at 3132 E. Lan¬ 
caster . . . opened on this day in 1553 by ARMAND JONES, 
SID SMITH. The late BOBBY PETERS, television’s beloved 
Daddy-O, picked the restaurant site. * 


Mrs. Shirley Knicely, a Personna 
quality control blade tester, stumped 
all the experts on a recent showing 
of What's My Line? except one, the 
flacks for the American Safety Razor 
Co. pointed out recently. Arlene 
Francis, veteran member of the panel 
and, you should pardon' the expres¬ 
sion, a gal with a razor-sharp mind, 
correctly identified Mrs. Knicely as 
a razor blade tester on the panel’s 
last question. 

Says the press release about the 
event: “Mrs. Knicely described to 
the panelists, the studio audience and 
the national! television audience how 
Personna Electro-Coated Blades are 
tested for quality, sharpness and 
uniformly-coated shaving edge.” 

We think Mrs. Knicely nicely 
stumped the panel. She's really an\ 

advertiser. —- 

__ * * # 
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SpeakEasy aerosol mouth freshener 
is now available in two new pack¬ 
ages—a compact space saving chute 
display and a pilfer-proof blister 
pack. Each display contains one 
dozen units. ASR Products CoDiv. 
of PJtiltfc Morris , Inc., 100 Park 
Ave., Network, NY. 
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who demonstrated his world’s fastest shave on the Johnny 
Carson Show Monday night. Crux, 25, has shaved himself in 
13}4 seconds, hopes to set a new record of five seconds. He’s 
on a promotional tour for Personna blades. 

TO FORT WORTH’S ALREADY bountiful line-up of tour¬ 
ing shows due this month and next, add a touring company of 
‘'Funny Girl,” to play at Will Rogers Auditorium on Saturday 
night, Dec. 21/ To be seen in the original Barbra Streisand 
role is CARMEN NATIKU, star of New York musicals and 
opera. Co-starring with Miss Natiku is WALLY RUSSELL, 
brother of film star Jane Russell. Amusement Ticket Serv¬ 
ice will have tickets later. 

Fort Worth singers BONNIE PEMBERTON and WILLIAM 
PICKETT were to be heard on today’s Don Shook Show, Chan¬ 
nel 21, 5:30 to 6 p.m. Also the JIM NICHOLSON combo and 
The Novas . . .• Today. 

Happy 15th birthday today to Italian Inn at 3132 E. Lan¬ 
caster . . . opened on this day in 1553 by ARMAND JONES, 
SID SMITH. The late BOBBY PETERS, television’s beloved 
Daddy-O, picked the restaurant site. * 


Mrs. Shirley Knicely, a Personna 
quality control blade tester, stumped 
all the experts on a recent showing 
of What's My Line? except one, the 
flacks for the American Safety Razor 
Co. pointed out recently. Arlene 
Francis, veteran member of the panel 
and, you should pardon' the expres¬ 
sion, a gal with a razor-sharp mind, 
correctly identified Mrs. Knicely as 
a razor blade tester on the panel’s 
last question. 

Says the press release about the 
event: “Mrs. Knicely described to 
the panelists, the studio audience and 
the national! television audience how 
Personna Electro-Coated Blades are 
tested for quality, sharpness and 
uniformly-coated shaving edge.” 

We think Mrs. Knicely nicely 
stumped the panel. She's really an\ 

advertiser. —- 

__ * * # 








*•■■■" 9 

Sou.rce:-https://www.industrydocuments.ucsf .edu/dq.Q5/ykjk00P-0 : f '. 




PAUL JORDAN 
on PACKAGING 


‘Let Us Send You A Postcard’ 

Launching a new or an improved product is no simple 
matter. When months or even years of research and develop¬ 
ment culminate in a new promising and marketable item, 
how do you go about getting the millions of prospects to try 
it? How do you convince them to abandon their old habits 
and switch their loyalties? One way of course, is to give the 
prospect a sample: so that he can judge the quality and sell 
himself on the product. Hence the search for more effective 
sampler packs is a natural outgrowth of the need to tell 
the story of the new development. 

This problem was faced by American Safety Razor ■ (a 
division of Phillip Morris Inc.) when the company introduced 
the new advanced Tersonna Electro-Coated’ razor blade. 
This new blade had properties that were intended to make 
the user feel comfortable after a. number of shaves, and 
the manufacturer was convinced: that if a shaver could try 
the blade, he would want to buy it. The problem was how to 
get it in his hands in a practical and economical manner 
while protecting the delicate blade against the rigors of 
the mails. 

A successful solution was provided by Package Products 
Co. of Charlotte, N.C,, which came up with a novel sampler 
packet. It is a compact, light-weight, attractive mailing 
piece which functions with the simplicity of a post-card, 
yet it gives complete protection to the blade. 

The mailer consists of a folder of 16-pt board printed in 
full color, with the sales message and illustrations of the 
retail package. A slightly debossedi recess in the center 
seals in the sample blade in its colorful wrap. A die-cut 
thumb notch' and a perforated <, trap-door ,, section enable 
the user to open the blade compartment and remove the 
sample easily. The closure panel—which becomes the face 
of the package—is folded down over the blade compartment 
and: sealed along the bottom edge. A perforated tear-tab 




strip adjacent to the glued edge makes opening simple and 
.•effective. Package Products Co. not only developed the 
sampler package but also engineered and built special ma¬ 
chinery for automatic inserting of blades, folding and sealing 
of samples, and forming the opening tab. This is accomplished 
at high production speeds for economy, without damaging 
the delicate edges of the blades. In fact, the blades are not 
touched by hand from the unpacking of the bulk shipping 
containers to final completion of the sampler package. Special 
sensing devices accurately check each folder to ensure 
inclusion of a blade. If a empty blade wrap is inserted, or 
if a double wrapped blade is found, or if the blade fails 
to be inserted, the equipment automatically rejects the 
package. 

The entire packaging job, including the printing, inserting 
of blades, and sealing, is handled im the label and lithograph 
plant of Package Products Co. Completed samplers are 
shipped to American Safety Razor Co., ready for addressing 
and mailing to shavers all over the country. All the company 
has to do is to mail a postcard to its various prospective cus- 1 
tomers. ‘ | 
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0 Little Shavers 


I rarely think about shaving. When I 
get up in the morning I do everything 
by pure animal instinct from the time I 
kick back the covers until I head out 
the door, where my wife gives me a 
final check to make certain I am zip- 
pered and buttoned and in otherwise 
reasonable shape to face the public. 
Then she points me and gives me a 
friendly little pat and off goes, yawn, 
one of Oakland’s journalistic giants, 
hi-yo Silver, away. 

The only reason I mention this today 
is that I have interviewed The World’s 
Fastest Shaver . . . and also because I 
just came back from Acapulco and I 
don’t have anything else to write about, 
too bad. 

The World’s Fastest Shaver is an 
Englishman named Richard Crux, a 
25-year-old data processor, whatever 
that is. He processes data? Oh. 

Mr. Crux is on a five-week tour of 
the Colonies for PersQnna ) Blades and 
he is challenging everyone in the States 
to beat his world record shaving time 
of 19 seconds. 

He is six-feet eight-inches tall, by 
the way, which is really a coincidence 
because so am I. We are both also ex¬ 
tremely broad-shouldered and striking¬ 
ly handsome, but I’m not just another 
pretty face. I have a magnificent body 
too. 

Now then. Mr. Crux wanted to show 
me how fast he could shave, because a 
champion is always proud of his ac¬ 
complishments. So we went into the 
washroom. 

Here is the World’s Fastest Shaver 


slowly removing his coat and loosening 
his tie. He drops a PersonnaJSIectro- 
Coated , Magic, Data^Processed, Kan- 
dy-KoTored, Space Age, Singing Blade 
into his razor. He wets his face. He puts 
on the shaving cream. The tension is 
unbearable. 

A photographer stands by. The pub¬ 
lic relations man clutches his rosary 
beads. I hold the stop watch. On your 
mark. Get set. Shave! He leaves the 
starting blocks fast and low. 

Whoosh; one major stroke from the 
edge of his left sidebum to the middle 
of his pointed chin. Ole! Swish; another 
major stroke from the edge of his right 
sideburn to the middle of the same 
chini Bravo! It makes you proud to be 
a man. 

Under the nose, zip-zap, under the 
chin k zoom-boom, and he’s finished — 
in the unofficial record-beating time of 
15 seconds! The Champ has done it 
again, folks, right here high atop the 
Tribune men’s room! 

The judges were so pleased they 
awarded Mr. Crux both ears and the 
tail. . 

Later, in the shower room, I asked 
the Champ how he did it and he replied, 
“Well, I shave every day.” Is that all? 
“No, I take long smooth strokes, other¬ 
wise I’d chop myself to bloody glory.” 

Then he gave out autograph s,, 
thanked the press and went off whis¬ 
tling “There’ll Always be an England.” 

The rest of us rushed out on to the 
field and tore down the goal posts and 
got drunk. That’s the end of my story. 
By A1 Martinez, Age 39.—almtz 



Source: https://www.industrydocuments.ucsf.edu/does/ykjkOOOQ 


1002403280 


♦; 


*U 

Q 

<a 


n 


* 

i 


i 



o 

o 

00 



m 

CO 


\ 


Judges in shaving contest examine John Korda’s face after 
he executed a no-nick shave in speed shaving contest sponsored 
bv Personna Electro-Co ated Blade s, Korda, whose shaving time 
by slop watch was Ml seconds" resides at 1836 S. 58th ct. The 
judges are Hal Balm and Miss Bart Digrazzia, directors at a 
model agency. The contest was held in the Gaslight Club in 


Chicago. 


Five Magazines Join 
TV in Ad Campaign 
For Personna Blades 

Personna Electro-Coated blades are 
being promoted in Personna’s first 
broad-scale magazine advertising cam¬ 
paign. 

Paul' D. Townsend, vice president— 
general products of Philip Morris Inc., 
announced that the magazine campaign 
has been added to Personna’s extensive 
televisioni advertising schedule, which 
includes nine network television pro¬ 
grams plus spot pools in major mar¬ 
kets. 


C 



22 Drug Trad* Ntws, December 2, 



ON THE SHELF—Shelf arranger for ASR Products Company’s 'Speak Easy 1 
breath freshener has gravity feed, ready product identification and a 
rigid shelf clamp. The shelf arrangers are for gondola or rack display. 
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The Personna campaign boasts that 
Personna Electro-Coated blades can 
‘'shave better than Gillette’s,” 

One typical headline in the campaign 
states: “Personna blades have to shave 
better than' Gillette’s. Not just ns good. 
Better.’* 

Personna blades are advertised on 
nine Philip Morris-sponsored television' 
programs. 

Magazines in the print schedule are 
’“Life,” “Time/* “TV Guide,” “Sports 
Illustrated” and the “Saturday Eve¬ 
ning Post” 

Personna blades are made by Amer¬ 
ican Safety Razor Co., a subsidiary of 
Philip Morris Domestic, one of three 
operating companies of Philip Morris 
Inc. 
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Judges in shaving contest examine John Korda’s face after 
he executed a no-nick shave in speed shaving contest sponsored 
bv Personna Electro-Coa ted Blade s. Korda, whose shaving time 
by slop watch was Ml seconds"’"resides at 1836 S. 58th ct. The 
judges are Hal Raim and Miss Bart Digrazzia, directors at a 
model agency. The contest was held in the Gaslight Club in 
Chicago. 


Five Magazines Join 
TV in Ad Campaign 
For Personna Blades 

Personna Electro-Coated blades are 
being promoted in Personna's first 
broad-scale magazine advertising cam¬ 
paign. 

Paul D. Townsend, vice president— 
general products of Philip Morris Inc., 
announced that the magazine campaign 
has been added to Personna’s extensive 
television advertising schedule, which 
includes nine network television pro¬ 
grams plus spot pools im major mar¬ 
kets. 
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The Personna campaign boasts that 
Personna Electro-Coated blades can 
"shave better than Gillette’s.” 

One typical headline in the campaign 
states: "Personna blades have to shave 
better than' Gillette’s. Not just ns good. 
Better.” 

Personna blades are advertised on 
ju.v nine Philip Morris-sponsored television 
. ;G ; *:* programs. 

V Magazines in the print schedule are 

U p: “Time” “TV Guide,” “Sports 

^ ■ Illustrated” and the “Saturday Eve- 
! . . ning Post” 

‘ ; Personna blades are made by Amer¬ 

ican Safety Razor Co., a subsidiary of 
Philip Morris Domestic, one of three 
operating companies of Philip Morris 
Inc. 
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Judges in shaving contest examine John Korda’s face after 
he executed a no-nick shave in speed shaving contest sponsored 
bv Personna Electro-Coa ted Blade s. Korda, whose shaving time 
by slop watch was Ml seconds"’"resides at 1836 S. 58th ct. The 
judges are Hal Raim and Miss Bart Digrazzia, directors at a 
model agency. The contest was held in the Gaslight Club in 
Chicago. 


Five Magazines Join 
TV in Ad Campaign 
For Personna Blades 

Personna Electro-Coated blades are 
being promoted in Personna's first 
broad-scale magazine advertising cam¬ 
paign. 

Paul D. Townsend, vice president— 
general products of Philip Morris Inc., 
announced that the magazine campaign 
has been added to Personna’s extensive 
television advertising schedule, which 
includes nine network television pro¬ 
grams plus spot pools im major mar¬ 
kets. 
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The Personna campaign boasts that 
Personna Electro-Coated blades can 
"shave better than Gillette’s.” 

One typical headline in the campaign 
states: "Personna blades have to shave 
better than' Gillette’s. Not just ns good. 
Better.” 

Personna blades are advertised on 
ju.v nine Philip Morris-sponsored television 
. ;G ; *:* programs. 

V Magazines in the print schedule are 

U p: “Time” “TV Guide,” “Sports 

^ ■ Illustrated” and the “Saturday Eve- 
! . . ning Post” 
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Speedy Briton. Wins 


The Shaving Derby 

/ By JOHN KEASLER -patches are two-seconds; one-inch unsha- 


What with everybody else at the Olym¬ 
pics the other day, I thought I would stay 
home and cover the world’s champion 
shaving race. Somebody has to do, it. 

It was quite a bloody battle, as^a mat¬ 
ter of fact — and, frankly, it's the last 
.shaving contest Fll ever judged 

Columnists get called on to judge beau¬ 
ty contests, baby contests, pet contests, 
whal^naming contests . , . and^ out of 
pure momentum, I was into this pne be¬ 
fore I fully grasped the fact that all the 
competitors had razors in their hands. 

But the losers were good sports. They 
bled Quietly. So did the winner, for that 
matter, a O-foot-9 British lad named 
Richard Crux. 

He’s the world champ shaver. At least 
he’s the world’s champ shaver as far as 
he’s concerned, and if somebody else 
claims the title, I don’t know about it. 

Maybe you are, sir -r how long does it 
take you to shave? It takes him 18 sec¬ 
onds and he’s now on a nation-wide tour 
of America to defend his title. 

That’s the way with press agent stunts. 
One week you’re minding your own busi¬ 
ness on the job at a computer firm in 
London; the next week you’re touring 
America and trying to outshave every 
Yankee bloke. 

“I saw an ad in the London Times an¬ 
nouncing a shaving, contest,” said Crux, 
lathering up in a most unlikely arena — 
Miami Springs Villas, where local talent 
had gathered to challenge him in the 
shindig sponsored by a super stainless 
steel blade company. 

,1‘How long had you known you were an 
tmusually fast shaver?” I asked; 

“Me? Never,” he said. “However, once 
I answered another ad in the London 
Times and got free tickets to a show 
called the Giants. I thought I would see 
what etee was free. I won, and here I am 
in America.” 

“So you are.” 

Still slightly baffled, I heard! Thomas 
Jefferson — the whole day was like that 
— explain the rules. Tom is the publicist 
for the contest, and he said, “London 
rules—we're using the London rules,, o \ 
course—are very tirm about sideburns.’’ 

“They are?” 

“They are., Long 1 sidfeburns constitute a 
one-second penalty — you don't! have to 
shave that area, sec? Cuts are one-sec^ 
ond penalties per cut. Uhshaven half-inch 


ven patches, four inches.” 

“Patches.of: how long 9 ” I asked,, “and! 
do big cute count more than .j...” 

“Shhhh,” he said. “Contest timelf’ 

The crowd was hushed. The first con¬ 
testant was a young man named Charles 
Bra ha. Crux’s London time was 18 sec¬ 
onds. All contestants used safety razors 
with the same kind of blades. 

“Go ” said Braha, and started scrap¬ 
ing. The timekeeper started the stop¬ 
watch. It was fairly painful to watch. 
Braha had a lot of moxie but he lost to 
himself on a TKO — eight cute “which, 
with 1 lbng sideburns, added nine points to 
his 35 seconds. 

“We should have held this at the blood 
bank,” 1 said!TV Commentator Bill' Bayer 
who with Columnist Larry Thompson and 
myself were the judges. 

The next contestant, J. E. Stevens, an 
airline inspector, zoomed through with a 
minimum, of self-destruction in 30 sec¬ 
onds. I asked his previous qualifications. 

“With a seven-member family and a 
one-bathroom home,” he said, “you learm 
to do everything fast.” He, too, ended:up 
out of the money — $100 prize was of¬ 
fered to the Miami,champ, in newspaper 
ads. 

A young competitor named Bert Rayne 
could have mopped! up if Shave Track 
Betting were legal here, I would: have bet 
anything against him — he’s a black-. 
haired young man> with a heavy stubbte 
like . . . well, do you remember when the 
Old Nixon had a heavy beard? 

But he zipped through in 18 seconds 
and only his one-second long-sidebum 
penalty kept 1 him from a play-off to take 
the coveted Shave Trophy back from 
Britain. He said he’s fast,! because he 
shaves twice a day, .. ■■ 

A reallv swift man with a razor, W. 
Welsh Pierce, could have been big 
trouble — but, fromilhe habit of years, he 
went back over his chops again . . . total 
22 seconds. 

The last contestant, Richard Chaiken, 
cool in the clutch, debonair, tied the 10 
seconds and: split! the $100. The British' 
champ looked a bit shook. Was he to lose 
in i the first American bout? 

“Stop!” he called] after only 11 sec¬ 
onds. He had left a four-second penalty 
patch, and had three little nicks ... but 
he held the championship by one-second. 

“Boy,” I saidl “You better practice up 
more every day.” 

“How?” said Richard Crux. 

So much' for another breathless sport¬ 
ing event. Eve been trying to time myself 
at home with the alarm'clock, but I don’t ! 
recommend it. - J 

Hnw fast can you shave? | 


THE BLADE 

TOLEDO, oraa 
C 172.003 SUN. 183,093 

NOV 7 1968 
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Miss Helena Tymchenko with part of the pile of 
Vietnam stockings she stashed in the office of her 
boss, Dr. Verdi Carsten, 


Hygienists’ project 

Stockings for 


Y 

Vietnam 


“As you know,” writes Miss 
Lorraine Miller, a member of 
the Syracuse Dental Hygien¬ 
ists Association now stationed 
with the U50 in Seoul©, “each 


stockings full of toothpaste, 
toothbrushes, soap, combs, 
pens, stationery, blades, wal¬ 
let size calendars and candy. 
Onondaga Dental Association 


plus many, many 

Individuals. 

The stockings are packed, 
and they’ll be on their way 
within a day or two, with “a 
wish for a Merry Christmas 


year thousands of Christmas 
gifts and goodies are sent to 
our men in Vietnam. 

“Items such as candies, 
fruitcakes and small gifts are 
received by the USO so that 
servicemen may have a better 
Christmas. We here at the 
USO are planning to set up a 
refreshments table beginning 
the week before Christmas, 
continuing until January first. 
We also hope to have enough 
small gifts to distribute to 
some of the troops in the de¬ 
militarized zone, and maybe 
make their Christmas a little 
brighter. 

Goodies Requested . 

“As you can imagine, we 
will be unable to do this unless 
we have the support of the 
American: people. Would it be 
possible to ask some clubs and 
people in your area to send a 
few gifts and goodies our way 
this year? It would be appre¬ 
ciated so much if they could.” 

After the girls in the local 
association received this let¬ 


and* a New Year filled with 
hope and peace.” 

One more thing. The asso¬ 
ciation reports you don’t need 
a name to send a gift through 
the USO to Vietnam. 



helped, as did Dental hygiene 
students at Onondaga Commu¬ 
nity College, the Norton Star 
Dental Supply Co.> Lincoln 
Bank, The Colgate Company 
and American Safety Razor. 


ter, they obtained names of lo¬ 
cal servicemen from the Vol¬ 
unteer Center, and began 
“talking it up*” according to 
Miss Helena Tymchenko and 
Miss Mary Kay Hellenbrand 
who were appointed chairmen 
and cochairmen of the project. 

*00 Filled 
The result? 

Enough to stockpile 300 

A 



Source: https://www.industrydocuments.ucsf.edu/docs/yb.jkQQpO ^ 








SUDS-THE SOAPY KIND--CAPTIUATE SQUARE INTEREST 



“So THAT’S what a ra¬ 
zor looks like!” This 
might be the comment 
of Neal Banning, right, 
co-owner of the Galleria 
Opera House, as the 
world’s champion speed 
shaver. Bichard Crux of 


London, England, stud¬ 
ies Neal’s handlebar 
mustache for size in 
the photograph at the 
left. But Crux didn’t get 
to use his razor on Ban¬ 
ning’s appendage. In the 
photo at the right, Mau¬ 
rice Barron, manager of 


Ruby Red’s, holds the 
liquid as Crux demon¬ 
strates his 19-second 
shave technique to the 
delight of Maurice’s 
pretty wife, Ann. Crux 
toured several Old Mar¬ 
ket Square fun spots as 
part of his appearance 


in the United States 

sponsored by Persq ^jy 


^4In London, he is a com- 
£*puter programming 
^operator for a gold-min¬ 
ing company. — Gazette 
^staff photos. 


Source: https://www.industrydocuments.ucsf.edu/doQS/ykjkOOO0 
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Clark stepping high 
with its neat shuffle 


HOUSTON CHRONICIE 

l 2iZ^i CL'.’J. LL'A-LI 

NOV 17 1968 ^ 

Shuffle Puis ! 
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Inside marketing 

George 

Lazarus 


• (George Lazarus is on vaca¬ 
tion. This column was pre¬ 
pared by Joe Cappo * a Daily 
News business writer.) 

Thanks to the combination of 
“a simple ballet and hop 
scotch,” Clark Gum Co. has, 
waltzedi into the: upper strata 
of the chewing gum business. 

That combination, of course 
Is the Teaberry Shuffle^ the 
zany, hop-step which forms the 
nucleus of television commer¬ 
cials for Clark's Teaberry gum. 

SIX YEARS ago, when; Philip ! 
Morris Go. acquired Clark, the 
gum was being distributed only 
on the East Coast. In 1964, the 
parent company decided it 
wanted to: establish a national 
brand of gum, and appointed 
Leo Burnett Co. as its agency. 
■ v . The advertising had to be 
geared for people “to remem¬ 
ber us with a smile,” explained 
Jim Shymkus, Burnett copy 
supervisor, at a regional meet¬ 
ing of: the American: Assn, of 
Advertising Agencies. 

“So if they stumbled across 
a pack of Teaberry they’d 
take a real flyer ahd risk a 
nickel.” 


THE BURNETT people were 
looking for that certain: some¬ 
thing that happens to peoplb 
whoichew Teaberry-. Dozens of: 
j ideas were submitted, com 
jsidered and rejected . . . until 
someone heard: Herb Alpert 
and the Tijuana: Brass play a 
zesty number called the “Mex¬ 
ican Shuffle.” 

That was it. The agency 
began dbvising shuffles, look¬ 
ing for the right one. 

“We looked at ’steps that 
were as involved as the last 
act of “Swan Lake.” And some 
that were so simple, you never 
| knew they happened,” 
Shymkus said. 

A SHUFFLE finally was 
chosen. It turned out to be “a 
cross between: a simple ballet 
and:hop scotch.” 


The next problem was to 
work the shuffle into the corm 
mercials, to have it interrupt 
everyday life. 

A policeman directing traffic 
at a busy intersection pops a 
stick of Teaberry into his 
mouth and breaks out into the 
[shuffle. The same thing hap¬ 
pens to a bride walking down 
the aisle, to a little old lady 
who can hardly walk let alone 
shuffle, and to an Army recruit 
in marching drill. 

I “The more improbable the 
! situation, the funnier and more 
memorable it would be,” 
Shymkus saidl 

The ads have been: 
memorable enough:for the con¬ 
sumer, with Teaberry sales up 
300 per cent since Clark 
started advertising in 1965. 
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Teaberry Gum 
In Top Strata 


BY JOE CAPPO i 

Chicago Dally News Service 

Thanks to the combination of 
“a simple ballet and hopscotch,”] 
ClarkGum Co. has waltzed into 
the unper strata of the chewing: 
gum business., | 

That combination, of course, is 
the Teaberry Shuffle, the zany, 
hop-step which forms the nu¬ 
cleus of television commercials; 
for Clark’s Teaberry gunu 

Six years ago, when Philip! 
Morris Co. acquired Clark, the 
gum was being distributed only 
on the East Coast. In 1964, the 
[parent company decided it want¬ 
ed to establish a national brand 
of gum and appointed 1 Leo Bur¬ 
nett Co. as its agency. 

The Burnett people looked for 
that certain, something that hap- 
oens to people who chew Tea¬ 
berry. Dozens of ideas were sub¬ 
mitted, considered and rejected 
. . . until someone heard Herb 
Alpert and the Tijuana Brass 
play a zesty number called 1 the 
“Mexican: Shuffle.” 

That was it. The agency be¬ 
gan devising shuffles/ looking 
for the right one. 

A shuffle finally was chosen. 
It turned out to be “a cross be¬ 
tween a simple ballet and hop¬ 
scotch.” 

The next problem was to work 
the shuffle into the commer¬ 
cials, to have it interrupt every¬ 
day life. The success is shown 
by sales and popularity. 
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Inside marketing 

George 

Lazarus 


• (George Lazarus is on vaca¬ 
tion. This column was pre¬ 
pared by Joe Cappo * a Daily 
News business writer.) 

Thanks to the combination of 
“a simple ballet and hop 
scotch,” Clark Gum Co. has, 
waltzedi into the: upper strata 
of the chewing gum business. 

That combination, of course 
Is the Teaberry Shuffle^ the 
zany, hop-step which forms the 
nucleus of television commer¬ 
cials for Clark's Teaberry gum. 

SIX YEARS ago, when; Philip ! 
Morris Go. acquired Clark, the 
gum was being distributed only 
on the East Coast. In 1964, the 
parent company decided it 
wanted to: establish a national 
brand of gum, and appointed 
Leo Burnett Co. as its agency. 
■ v . The advertising had to be 
geared for people “to remem¬ 
ber us with a smile,” explained 
Jim Shymkus, Burnett copy 
supervisor, at a regional meet¬ 
ing of: the American: Assn, of 
Advertising Agencies. 

“So if they stumbled across 
a pack of Teaberry they’d 
take a real flyer ahd risk a 
nickel.” 


THE BURNETT people were 
looking for that certain: some¬ 
thing that happens to peoplb 
whoichew Teaberry-. Dozens of: 
j ideas were submitted, com 
jsidered and rejected . . . until 
someone heard: Herb Alpert 
and the Tijuana: Brass play a 
zesty number called the “Mex¬ 
ican Shuffle.” 

That was it. The agency 
began dbvising shuffles, look¬ 
ing for the right one. 

“We looked at ’steps that 
were as involved as the last 
act of “Swan Lake.” And some 
that were so simple, you never 
| knew they happened,” 
Shymkus said. 

A SHUFFLE finally was 
chosen. It turned out to be “a 
cross between: a simple ballet 
and:hop scotch.” 


The next problem was to 
work the shuffle into the corm 
mercials, to have it interrupt 
everyday life. 

A policeman directing traffic 
at a busy intersection pops a 
stick of Teaberry into his 
mouth and breaks out into the 
[shuffle. The same thing hap¬ 
pens to a bride walking down 
the aisle, to a little old lady 
who can hardly walk let alone 
shuffle, and to an Army recruit 
in marching drill. 

I “The more improbable the 
! situation, the funnier and more 
memorable it would be,” 
Shymkus saidl 

The ads have been: 
memorable enough:for the con¬ 
sumer, with Teaberry sales up 
300 per cent since Clark 
started advertising in 1965. 
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Teaberry Gum 
In Top Strata 


BY JOE CAPPO i 

Chicago Dally News Service 

Thanks to the combination of 
“a simple ballet and hopscotch,”] 
ClarkGum Co. has waltzed into 
the unper strata of the chewing: 
gum business., | 

That combination, of course, is 
the Teaberry Shuffle, the zany, 
hop-step which forms the nu¬ 
cleus of television commercials; 
for Clark’s Teaberry gunu 

Six years ago, when Philip! 
Morris Co. acquired Clark, the 
gum was being distributed only 
on the East Coast. In 1964, the 
[parent company decided it want¬ 
ed to establish a national brand 
of gum and appointed 1 Leo Bur¬ 
nett Co. as its agency. 

The Burnett people looked for 
that certain, something that hap- 
oens to people who chew Tea¬ 
berry. Dozens of ideas were sub¬ 
mitted, considered and rejected 
. . . until someone heard Herb 
Alpert and the Tijuana Brass 
play a zesty number called 1 the 
“Mexican: Shuffle.” 

That was it. The agency be¬ 
gan devising shuffles/ looking 
for the right one. 

A shuffle finally was chosen. 
It turned out to be “a cross be¬ 
tween a simple ballet and hop¬ 
scotch.” 

The next problem was to work 
the shuffle into the commer¬ 
cials, to have it interrupt every¬ 
day life. The success is shown 
by sales and popularity. 
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Clark 8-Stick Gum 

Long a 5^-seller in vending ma¬ 
chines, the Clark Gum Company’s 
Cinnamint flavor chewing gum is 
now available in 8^stick packages 
to be sold in venders at 10£. Ed¬ 
ward Harris, Clark_Gum product 
director, said the sale of the new 8- 
stick, 10<£ retail gum will “just 
about double the volume and profits 
generated by vending machine col- 
umns,” 

He said that while Clark will con¬ 
tinue selling 5< Cinnamint for vend¬ 
ing, “this new size will extend our 
policy of providing the best service 
and profit to the growing number 
of vending machine operators 
switching to lOtf gums” The new 
8-stick packaging uses a box of two 
sleeves, each containing 10 packag¬ 
es of gunrii 

Clark also makes Fruit Punch, 
Teaberry, and Peppermirft flavored 
gum and DLet gum in Spearmint, 
Peppermint, Cinnamon, and Fruit 
flavors. Additional information is 
available from Mr. Harris, Clark 
Gum Co., Dept. AAM, 100 Park 
Ave., New York City. N. Y. 10017. 


• Source: https://www.industrydocuments.ucsf,edu/docs/ykjkOOpO 



(16) 


1002403286 




c 



\. '.U* 


rn i-.r;nmniI0 IVhlait 

•• rjf./.jrt PtMIV 

• • u ourr .'C:iQ3' 


NOV 1 4 1968 % 





Karen Vithp 

T wo Chances - 
Slim and None 


Ladies: You've seen it on television! You’ve read it 
in print! The word’s out everywhere—"You’ve come a 
.long way,” 

Thanks to Virginia Slims, 

The super-deluxe, once-in-a- 
lifetime, extra-special, no-two- 
alike, not-to-be-missed, fantas¬ 
tic, ; hot-as-pancakes, get-’em- 
while-they*last, best-thing-to- 
ever-happen-since-the-silly-mil- 
limeter-longer, greater-than- 
great, step-right-up-and-put- 
your-money-down, terrific, 

brand new cigarettes For Wom¬ 
en Only. 

The only trouble is the wom¬ 
en of Sacramento don't seem to be smoking them. And 
the meniwho are would rather not talk about it. 

A spot check among 1 Ideal stores uncovered the fol¬ 
lowing regarding Slims’ sales: 

"We re lucky if we sell a carton a week” . . . The 
bottle Shop. 

"The only thing Virginia Slims have done for us is 
increase our inventory” . . . Cork-n-Bottle Noi 1. 

"We don’t even sell' them” . . . Corum’s Wines and 
’^Spirits, . 

i What’ s Virginia Slims to do? 

*4 The trouble, as one Ideal girl.said, has nothing to do 
Iwith the name of the new cigarette. AdmittedLy, Virgin¬ 
ia Slims does have a nicer ring to it than Virginia Fats. 

-- The trouble is not with the For Women Only cam- 
Tpaigni either. Interviews in a number of smoke-filled 1 
grooms proved the ladies are extremely flattered at hav¬ 
ing a cigarette to call their very owni 
l In fact, in one exceptionally smoke-filled locale, one 
Jwomen went so far as to rank the invention of Virginia 
■Slims right along with the rib theft from Adam’s cage, 
ISUsan B. Anthony’s successful march for suffrage and' 
the replacement of bustles and bloomers with bikinis. 

: Statement Lost Impact 

* Where the statement lost much of its impact, unfor¬ 
tunately, was that the lady was smoking Winstons at the 
itime. 

j Eventually, the core of Virginia Slims’ sales prob¬ 
lem was exposed deftly and treated accordingly by 
iBrenda Wikswo, a local nurse. 

! As she explained without benefit of novocaine: 

* "I don’t like the way they taste.” 

4 Continuing to beat around the bush, she elucidated; 

;"I smoked them once and I’ll never smoke them again. I 

* was back in Marlboro Country on the next pack.” 

I Another of Sacramento’s Very Own Working Girls, 
jLorna Dillon, who’s been known to smoke with the best 
•of them especially when someone else is buying, com- 
Imented boldly and bluntly after a brilliant opening 
istatement: 


2 “Frankly, I’m lOO per cent for women having their 
•♦own cigarette brand. I felt very feminine the first and 
Sast time I smoked a Virginia Slim and my eyes even 
^watered a little bit I was so overwhelmed by the history- 
^making feeling it gave me. 

; “But I donated the rest of my pack to charity and 
*have gone back to my usual brand: Tiparillos.” 
i Perhaps the worst stab in the pack for Slims came 
jfrom Union reporter Glenda Marie Crank, who issued 
Jthe following statement to the press: 

“I smoke Virginia Slims only when bumming. The 
^menthol ones aren’t too bad; but the regular type taste 
3ike pulverized cardboard.” 

* How she knows what pulverized cardboard tastes 
Hike remains to be disclosed: 

J In view of the fact the Virginia Slims’ achievement 
;for women’s rights appeared in shaky standing in Sacra- 
<nento, solutions were offered for improving sales. 

\ Suggested Bribery 

* Miss Dillon suggested bribery. 

“Really, we’ve got to work to keep Virginia Slims 
on the market, even if I have to start smoking them 
fnyself. We can’t let another monumental first fer 
womanhood like this go to waste. 

V “But if I have to pay for them, that’s another mat¬ 
ter. I may have to think twice about my firm, decisive, 
immovable stand.” 

i It was suggested that Virginia Slims become inte¬ 
grated and open up legitimate over-the-counter sales to 
men. Thus, if the discrimination barrier was officially 
lifted, a man could proudly with head lifted high, walk 
.up and say, “A pack of Virginia Slims, please,” without 
Children’s eyes being covered by mothers’ hands and 
|very man in the store running out screaming. 

J The suggestion was voted down, however, one rea¬ 
son being that would defeat the very reasoning behind 
Virginia Slims existence. 

♦ As Miss Wikswo maintained, “Any guy who smokes 
Virginia Slims has a definite problem. I knew one who 
Jlid and his voice changed.” 

♦ One male, ’ > asked to remain anonymous and 

Jboked it, said, *At first I felt discriminated against 
because the tobacco company didn’t want me to smoke 
Virginia Slims. I did anyway and my mustache fell off. 

$: 'He Rolled Me' 

3; “The next day, I offered one to a panhandler and he 
£olledme.” 

< In a last minute fit of desperation, it was deemed 
‘tnandatory to call The Main Office of Slims for a “Save 
'Sacramento Slims’ Sales” suggestion right from the 
jop. 

» Lauren Williams, The Boy Wonder from Benson & 
Sledges who earns his keep as brand manager of Virgin¬ 
ia Slims was contacted along Park Avenue tobacco road 
in New York City. 

Z According to-Williams; the new cigarette is selling 
$o well the smoking demand is greater than the dwin* 
jlling supply. 

5 "San Francisco is leading in sales nationally. Isn’t 
Sacramento pretty close to it?” he asked, figuring the 
jales pattern would overlap. 

4 Learning that it was but Slims’ sales were going 
Nowhere here, Williams commented, “I’ve heard it said 
-they go both ways in San Francisco.” 

- He remained hang-loose about The Sacramento Sit¬ 
uation, however. 

3 ”1 wish I could offer a suggestion but I’ve got prob¬ 
lems enough,” he muttered. 

It “You can’t imagine how difficult it is for me being 
Jjrand manager for Virginia Slims,” Williams moaned, 
^without also having to worry about slack sales in Sac¬ 
ramento.” 

When asked why, Williams replied in a whisper: 
“Everyone thinks I’m a girl.” « . 




Source: https://wwwjndustrydocuments.ucsf.edu/doe5/ykjkO(X^^-.-‘- • 
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MILEPOST 

The Package Sells the Product 

Packaging Has its Mona Lisas. That famous Kleenex box was 
originally designed more than 30 years ago. The Coca-Cola 
bottle, which is so familiar worldwide that it has trademark status, 
made its appearance dtiring World War I. Until recent years, 
however, the package to the average businessman was a box, 
bottle, bag, or tube that was CtK. as long as it didn't leak. 

With the advent ofi super-sized retail outlets and self-service, 
and the new product explosion of the 1950s, packaging began 
to achieve status as a sales tool. How could a housewife choose 
between a dozen grocery products on the shelf, each extrava¬ 
gantly advertised' but all more or less alike? More and more 
often the answer given was the package—the silent salesman 
at the point of sale, as the cliche goes. Brave marketers proved 
it. Rhilip Mo rris introduced Marlboro cigarettes in a flip-top 
box in 1.95.5}. tied the package tightly to advertising and pro¬ 
motion, and the brand took off* Hudson Tissues, pitted against 
Kleenex, came up with the idea of a removable plastic sleeve 
that carried all labels and advertising copy and could be slipped 
off to leave a pretty dispenser box. (Eventually, Kleenex turned 
in the old! box for a designer package, too.) 

Anheuser-Buschi hired high-priced designer Jerome Gould to 
create a package that could fight the invading European brews. 
The result in 1961 was the elegant Michelob bottle, which has. 
since had imitatbrs in products from sHampoo tb 1 salad oil. 

By then, of course, everyone agreed that good-looking pack¬ 
ages.sell goods. A designer could talk on such esoteric topics.as 
human perception of shape and size and the sex-rel^tedness of 
colon and get a hearing in alhnost any marketing department. 

But the big word was convenience. 

In the 1960s, technological progress and a veritable mate¬ 
rial explosion gave marketers a chance to compete for con¬ 
sumers by going aftbr their growing appetite for convenience. 
The coffee industry, after resisting change for years, finally 
scrapped the; unpopular key-opening can in 1964!, replacing it 
with one that opens with a can opener and recloses with a 
plastic lid! Plastic alone spawned great numbers ofi new pack¬ 
ages,, from squeeze-bag pie crusts to transparent egg cartons. 

"The package is the prodbcti" became a meaningful phrase 
as innovations such: as cartridge-loading cameras, boil-in-bag 
foods,, and: briquets that! burni up In their box made iti impos¬ 
sible to say exactly where product ends and package beqins. 

Today, U.S. manufacturers spend upwards of $17 billion a 
year on packaging materials, an amount that is multiplied by 
the conversion and; finishing costs before the package goes 
to market. 
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Cigaret Is Burnett's Baby 

, , To the Edl t or; 1 heard the most 
Hilarious rumor of the year this 
f ast Saturday night at a party 
Chicago advertising peo¬ 
ple. The word seems to be that a 
certain. New York agency Tie. 
sponsible for the creative work of 
^t/r^ irgmia Slims campaign 

B,w/ft nly interes ‘ is as a ^yal 
Burnett, person. The campaign is 

entirely a product of Burnett cre¬ 
ative people. It is selling cigarets 
faster than the certain New York 

f!f ncy « ver did - But isn’t it 
amazing how people are willing 
to believe all good things of peo- 

pretty^° ^ ° n ' y good ' but 

Hal Home, 

Leo Burnetti Co., Chicago. 
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The Package Sells the Product 

Packaging Has its Mona Lisas. That famous Kleenex box was 
originally designed more than 30 years ago. The Coca-Cola 
bottle, which is so familiar worldwide that it has trademark status, 
made its. appearance dtiring World War I. Until recent years, 
however, the package to the average businessman was a box, 
bottle, bag, or tube that was O.K. as tong as it didn't leak. 

With the advent ofi super-sized retail outlets and selfhservice, 
and the new product explosion of the 1950s, packaging began 
to achieve status as a sales tool. How could a housewife choose 
between a dozen grocery products on the shelf, each extrava¬ 
gantly advertised but all more or less alike? More and more 
often the answer given was the package—the silent salesman 
at the point of sale, as the cliche goes. Brave marketers proved 
It. Rhilip Mo rris introduced Marlboro cigarettes in a flip-top 
box in I955i tied the package tightly tb advertising and pro¬ 
motion, and the brand took off. Hudson: Tissues, pitted'against 
Kleenex, came up with the idea of a removable plastic sleeve 
that carried all labels and advertising copy and could be slipped 
off to leave a pretty dispenser box. (Eventually, Kleenex turned 
in the old box for a designer package, too.) 

Anheuser-Buschi hired high-priced designer Jerome Gould tb' 
create a package that could fight the invading European brews. 
The result in 1961 was the elegant Michelob bottle, which has. 
since had imitatbrs in products from shampoo tb' salad oil: 

By then, of course, everyone agreed that good-looking pack¬ 
ages sell goods. A designer could talk on such esoteric topics as 
human perception of shape and size and the sex-relhtedness of 
color and get a hearing, in alhnosh any marketing department. 

But the big word was convenience. 

In the 1960s, technological progress and a veritable mate¬ 
rial explosion gave marketers a chance to compete for con¬ 
sumers by going aftfer their growing appetite for convenience.. 
The coffee industry., after resisting change for years, finally 
scrapped the unpopular key-opening can in 1964;, replacing it 
with one that opens with a cam opener and necloses with a 
plastic lid. Plastic alone spawned great numbers ofl new pack¬ 
ages,, from squeeze^bag pie crusts to transparent egg cartons. 

‘The package is the prodbctl" became a meaningful phrase 
as innovations such; as cartridge-loading cameras, boil-in-bag 
foods,, and briquets thatl burm up In their box made it! impos¬ 
sible to say exactly where product ends and package beqins. 

Today. U.S. manufacturers spend upwards of $17 billion a 
year on packaging materials, an amount that is multiplied by 
the conversion and; finishing costs before the package goes 
to markets 
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Cigaret Is Burnett's Baby 

To the Editor: I heard the most 
hilarious rumor of the year this 
f ast Saturday night at a party 
1 Chicago advertising peo¬ 
ple. The word seems to be that a 
certain. New York agency is re¬ 
sponsible for the creative work of 
™ Vlrgmia Slims campaign. 

My oniy interest is as a loyal 
Burnett' person. The campaign is 
entirely a product of Burnett cre¬ 
ative people. It: is selling cigarets 
faster than the certain New York 
agency ever did. But isn’t it 
amazing how people are willing 
to believe all good things of pe o- 

pretty?° "* n °‘ ° nly g00d ' but 

Hal Rome, 

Leo Burnetti Co., Chicago. 
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Who will win the 
biggest markets in 
snacks this year 
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The most sopliistocaled packagers. The companies 
whose packages have enough design appeal and ap¬ 
petite appeal to set them off from the hundred other 
snack packs on the shelf. 

And to help you make your snacks best sellers, the 
American Management Association is offering an in¬ 
formative three-day Briefing Session . . . 

SNACKS—MORE EFFECTIVE MARKETING 

THROUGH BETTER PACKAGING 

December 16-18, 1968 BarbizomPJhzu Hotel, 

New York City 

This Briefing will feature speakers who are authori¬ 
ties on the successful marketing of snack food. They’ll 
discuss such topics as: 

• What you should know about today’s market—and 
the market of the future. Where the opportunities are 
and will be. What to expect in package standardization. 

• The job packaging has to do for store distribution 
. . . for vending applications; 

• New films and other new materials and develop¬ 
ments in snack packaging. 

• The importance of film selection, automation, cost 
factors and control—for packaging more efficiently 
and economically. 

• How to use the full sell potential of graphic design. 


If you want to upgrade your packaging, you*!! find 
this meeting invaluable. Select a team of your most 
forward-looking managers to attend. 

TO REGISTER, use the convenient business reply 
card. Or, for immediate confirmation of your reserva¬ 
tions, wire or phone AMA’s Seminar Registrar in New 
York City (212-JU 6-8100). 


Leading the meeting are two distinguished authorities 
in the field of snack foods: Richard Hoffman, Group 
Marketing Manager with Fairmont Foods Company; 
and Gary L. Larson, Editor of Snack Food Magazine. 
Guest Speakers at the meeting will include Eric Bade- 
lund, Weights & Measures Coordinator with the Na¬ 
tional Bureau of Standards; Donald F. Chambless, 
Chairman of the Board with Snack Products, Incorpo¬ 
rated; William Gouled, Vice-President of Sales Pro¬ 
motion for Macke Company; Glen Sontag, National 
Director of Design with Milprint, Incorporated; Gene 
Weaver, Packaging Manager for Wise Potato Chip Com¬ 
pany; and Richard J. Minnium, Market Manager of 
Snack Foods for Film Operations, American Viscose 
Division, FMC Corporation; Harry Flynne, National 
Grocery Sales Manager, The Grand Union Company. 


AMERICAN MANAGEMENT ASSOCIATION 
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POLYMER INDUSTRIES: Moves headquarters opera- 


Nb' 

lions from 10 River St. to expanded facilities at 1200 High 

Rid fee Road, Stamford! Conn. . . . SAMSON PAPER 



BAG: Opens: 140.000isq.-ft. facility at Huntington; N.Y. 
\j • • • CULF STATES: Constructing new corporate head- 
'v , quarters offices in Tuscaloosa: to be completed this fall __ 
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• polymer Industries, Inc., is moving 

f\ its headquarters operations to expand 
facilities in Stamford; Conn. ^ 
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Milprint Award 

Milprint, Inc. here has been 
awarded the "Order of the 
Foil" 1 for achievement in alu¬ 
minum foil desigm The packag¬ 
ing firm, and Glen Sontag, Mil- 
print art director,, were cited 
by Anaconda Aluminum Co., 
sponsors of the award, for the 
design of a new package for 
Curtiss Candy Co. products. 


Relocates Offices 

Stamford, Conn.— Polymer 
Industries, Inc. has announced 
the removal of its headquarters 
to expanded facilities at 1200 
High Ridge Road. 
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Pack Program 
Gets Grant 

Brooklyn, NlY.—Three oper¬ 
ating companies of Philip Morris 
Industrial recently gave a $7,- 
500 grant to support Pratt Insti¬ 
tute’s graduate program in crea¬ 
tive packaging. 


The three companies con¬ 
tributing to the grant are Mil- 
print, Inc., Nicolet Paper Co., 
and Polymer Industries, Inc. 

‘*To us the grant signifies that 
Philip Morris Industrial’s com¬ 
panies share our concern for the 
serious ‘people gap’ developing 
in the packaging field,” said' Dr. 
James B. Donovan, president of 
Pratt; 
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Milprint Award 

Milprint, Inc. here has been 
awarded the "Order of the 
Foil" 1 for achievement in alu¬ 
minum foil desigm The packag¬ 
ing firm, and Glen Sontag, Mil- 
print art director,, were cited 
by Anaconda Aluminum Co., 
sponsors of the award, for the 
design of a new package for 
Curtiss Candy Co. products. 


Relocates Offices 

Stamford, Conn.— Polymer 
Industries, Inc. has announced 
the removal of its headquarters 
to expanded facilities at 1200 
High Ridge Road. 
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Pack Program 
Gets Grant 

Brooklyn, NlY.—Three oper¬ 
ating companies of Philip Morris 
Industrial recently gave a $7,- 
500 grant to support Pratt Insti¬ 
tute’s graduate program in crea¬ 
tive packaging. 


The three companies con¬ 
tributing to the grant are Mil- 
print, Inc., Nicolet Paper Co., 
and Polymer Industries, Inc. 

‘*To us the grant signifies that 
Philip Morris Industrial’s com¬ 
panies share our concern for the 
serious ‘people gap’ developing 
in the packaging field,” said' Dr. 
James B. Donovan, president of 
Pratt; 
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Milprint Award 

Milprint, Inc. here has been 
awarded the "Order of the 
Foil" 1 for achievement in alu¬ 
minum foil desigm The packag¬ 
ing firm, and Glen Sontag, Mil- 
print art director,, were cited 
by Anaconda Aluminum Co., 
sponsors of the award, for the 
design of a new package for 
Curtiss Candy Co. products. 


Relocates Offices 

Stamford, Conn.— Polymer 
Industries, Inc. has announced 
the removal of its headquarters 
to expanded facilities at 1200 
High Ridge Road. 
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Pack Program 
Gets Grant 

Brooklyn, NlY.—Three oper¬ 
ating companies of Philip Morris 
Industrial recently gave a $7,- 
500 grant to support Pratt Insti¬ 
tute’s graduate program in crea¬ 
tive packaging. 


The three companies con¬ 
tributing to the grant are Mil- 
print, Inc., Nicolet Paper Co., 
and Polymer Industries, Inc. 

‘*To us the grant signifies that 
Philip Morris Industrial’s com¬ 
panies share our concern for the 
serious ‘people gap’ developing 
in the packaging field,” said' Dr. 
James B. Donovan, president of 
Pratt; 
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MILPRINT, INC. has named 
Robert Rand to the position of 
manager of systems and informa¬ 
tion services. Before joining Mil- 
pnnt, Mr. Rand was associated 
with Philip Morris Inc. ^ 
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MOV Vr-ft . 

(N v . The appointment ot. 

^3 Harold H. Kuehn to the newly w. 
(V . tablished post: of director of manu- 
> ' facturing services, Milprint, Inc . h.ie 
f!f) been announced .. . Stephen A. Varga 
S~y has been appointed product sales man- 

^ * ■_I-I r.ocoe riivlcinn 


ager, Airco Industrial Gases Division. 
Air Reduction Co., Inc. 
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V); 


tm T 

relations supervisor. /J 


Charles C. Appling, Marketing Man¬ 
ager, Confectionery and Snack Food 
Industries, Milprint, Inc., Milwaukee, 
Wisconsin, was a recent visitor at 
PCII headquarters in Cleveland. 
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♦ Jeremy (Jerry) C. 

Wellenkamp has 

been appointed man¬ 
ager of industrial re¬ 
lations and personnel! 
for the M LI waukee 
plant of Milprint Inc., 

It has been announced 
by Richard J. Leen- 
houts, plant manager. 

Wellenkamp assumes 
those responsibilities formerly held by 
Jere Smith, recently named corporate 
director of industrial relations. 

For the past two years, Wellenkamp 
has been Riant supervisor of indus¬ 
trial relations for Tee-Pak, Inc., Dan¬ 
ville, Illinois. Prior to that, for nine 
years he was plant personnel manager 
for Mobil Chemical; Jacksonville, Illi¬ 
nois. From 1955 to 1957 Wellenkamp 
was employee relations manager for 
the Korditie Corp., Macedon, N: Y. 

A graduate of the School of Indus¬ 
trial and Labor Relations of Cornell 
University; where he received a bach¬ 
elors degree, Wellenkamp also studied 
at the Extension Division of Fairleigh 
Dickinson University and the Exten* 
siom Division of Rutgers University. 


+ Richard A. Reider and Alan D; 

Chamberlin have been assigned by 
Milprint Inc. to the Company's St. 
Louis sales; territory, according to a 
recent announcement made by Robert 
J. Smith, vice president-general man¬ 
ager of sales. .. . : 

Reidbr,, formerly assigned to Mil- 
print’s Chicago sales office, joined the 
Company in. 1957 as a sales cor¬ 
respondent in the corporate offices im 
Milwaukee. Reider was named a Mil- 
print sales representative in 1959. A 
native of Milwaukee,: Reider attended! 
Marquette University. 

Chamberlin began his career with. 
Milprint as a production! employee im 
the Company’s Milwaukee Plant and! 
had also been a sales correspondent. 
In 1953 he joined the Company’s sales 
force. Prior to his, recent move, he 
handled Milprint’s western Wisconsin,; 
eastern Iowa, and Kansas City sales 
territories. A native of Normal. Illi¬ 
nois, Chamberlini studied at the Uni¬ 
versity of Wisconsin—Madison. 

Grover L. Foote, Milprint's sales 
representative who formerly head¬ 
quartered in Des Moines,, Iowa, is now 
working out of Omaha, Nebraska. 
Foote will be responsible for Milprint’s 
sales of flexible packaging materials 
for the food and non-food industries 
in Kansas City, western Iowa, south¬ 
ern Minnesota and! parts of Nebraska. 

Foote, who has been.associated with 
the packaging industry for twelve 
years, joined Milprint in 1960 as a 
product manager. In 1966 he was 
named to the Company’s sales force. 


(3) 


Soyrce: https://wvyw.iridustrydocuments.ucsf.edu^dpcs/ykjkOOqb<.' ; . ; 
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manager of systems and informa¬ 
tion services. Before joining Mil- 
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with Philip Morris Inc. ^ 
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product manager. In 1966 he was 
. named to; the Company’s sales force. 


Soyrce: https://www.iridustrydocuments.ucsf.edL^dpcs/ykjk0OpO< ,: v • 
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MILPRINT, INC. has named 
Robert Rand to the position of 
manager of systems and informa¬ 
tion services. Before joining Mil- 
pnnt, Mr. Rand was associated 
with Philip Morris Inc. ^ 
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MOV Vr-ft . 

(N v . The appointment ot. 

^3Harold H. Kuehn to the newly w. 
(V . tablished post: of director of manu- 
> ' facturing services, Milprint, Inc . h.ie 
f!f) been announced .. . Stephen A. Varga 
S~y has been appointed product sales man- 

^ * ■_I-I r.ocoe riivlcinn 


ager, Airco Industrial Gases Division. 
Air Reduction Co., Inc. 
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relations supervisor. /J 


Charles C. Appling, Marketing Man¬ 
ager, Confectionery and Snack Food 
Industries, Milprint, Inc., Milwaukee, 
Wisconsin, was a recent visitor at 
PCII headquarters in Cleveland. 
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♦ Jeremy (Jerry) C. 

Wellenkamp has 

been appointed man¬ 
ager of industrial re¬ 
lations and personnel! 
for the M LI waukee 
plant of Milprint Inc., 

It has been announced 
by Richard J. Leen- 
houts, plant manager. 

Wellenkamp assumes 
those responsibilities formerly held by 
Jere Smith, recently named corporate 
director of industrial relations. 

For the past two years, Wellenkamp 
has been Riant supervisor of indus¬ 
trial relations for Tee-Pak, Inc., Dan¬ 
ville, Illinois. Prior to that, for nine 
years he was plant personnel manager 
for Mobil Chemical; Jacksonville, Illi¬ 
nois. From 1955 to 1957 Wellenkamp 
was employee relations manager for 
the Korditie Corp., Macedon, N: Y. 

A graduate of the School of Indus¬ 
trial and Labor Relations of Cornell 
University; where he received a bach¬ 
elors degree, Wellenkamp also studied 
at the Extension Division of Fairleigh 
Dickinson University and the Exten* 
siom Division of Rutgers University. 


+ Richard A. Reider and Alan D; 

Chamberlin have been assigned by 
Milprint Inc. to the Company's St. 
Louis sales; territory, according to a 
recent announcement made by Robert 
J. Smith, vice president-general man¬ 
ager of sales. .. . : 

Reidbr,, formerly assigned to Mil- 
print’s Chicago sales office, joined the 
Company in. 1957 as a sales cor¬ 
respondent in the corporate offices im 
Milwaukee. Reider was named a Mil- 
print sales representative in 1959. A 
native of Milwaukee,: Reider attended! 
Marquette University. 

Chamberlin began his career with. 
Milprint as a production! employee im 
the Company’s Milwaukee Plant and! 
had also been a sales correspondent. 
In 1953 he joined the Company’s sales 
force. Prior to his, recent move, he 
handled Milprint’s western Wisconsin,; 
eastern Iowa, and Kansas City sales 
territories. A native of Normal. Illi¬ 
nois, Chamberlini studied at the Uni¬ 
versity of Wisconsin—Madison. 

Grover L. Foote, Milprint's sales 
representative who formerly head¬ 
quartered in Des Moines,, Iowa, is now 
working out of Omaha, Nebraska. 
Foote will be responsible for Milprint’s 
sales of flexible packaging materials 
for the food and non-food industries 
in Kansas City, western Iowa, south¬ 
ern Minnesota and! parts of Nebraska. 

Foote, who has been.associated with 
the packaging industry for twelve 
years, joined Milprint in 1960 as a 
product manager. In 1966 he was 
named to the Company’s sales force. 


( 3 ) 


Soyrce: https://wvyw.iridustrydocuments.ucsf.edu^dpcs/ykjkOOqb<.' ; . ; 
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GRAVURE 

November - 1968 



NFPA Holds Presidents' Conference 


A varied program featured the fall meeting 
and: presidents' conference Held in September! 
at' the Waldorf-Astoria, New York, by the Na¬ 
tional! Flexible Packaging Association. Frank 
Hanis (left), Milprint, lnc. r president; of the 


association, is shown chatting with Howard Jj 
S amuels, administrator,, Small Business Admin¬ 
istration, Department of Commerce, former 
packaging executive, who was the luncheon 
speaker. At' right, E. C. Merklfc, (left) NFPA 


managing director, talks with Dwight; E. 
Wheelbr, Riegel Paper Corp. Mr. Wheeler gave 
a presentation on the electronic data process¬ 
ing practices in the flexible packaging industry. 



(4) 


Source: https://www.industrydocuments.ucsf.edu/docs/ykjkOOpO 
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FOOD ENGINEERING 
October - 1968 


H. O. Ranger has been named vice 
president-R&D for Milprint Inc. 


modern packaging 

H. O. Ranger becomes v.p., R&D, for 
Milprint, Inc., Milwaukee-based manu¬ 
facturer of flexible-packaging materials. 
Mr. Ranger, formerly with St. Regis 
Paper Co. and General Foods Corp., 
fills the position left 1 vacant by the 
death of Drury R. Burton (MP. Sept. 
'68, p. 162). Harold H. Kuehn has 



Ranger Kuehn 


beeni named! to the newly established 
position of director, mfg. services. 
Formerly Mr. Kuehn was director of 
mfg. and before that was mgr. of Mil- 
. print’s Milwaukee plant. 

V 


V 


r N. 

\ v 


<N 



THE CAPITAL TIMES 

MADISON, WISG. 

D. 45,729 


' -HOV 21 1968 


Gets Promotion 

A business administration 

I ■ 


\/ 

graduate of the University of ' 
Wisconsin, Robert D. Bitter, 
has been promoted to a new 
post of manager-fihancial 
analysis.by Tnr Mil- 

w a n k e e, flexible packaging 
materials manufacturer. Bit* 
ter joined Milprint in 1967., 



Norman Deutschman, manager of purchasing, 
Polymer Industries Inc., Springdale, Conn.: 


O 

© 

© 

W 


“When a delayed delivery causes us to adjust our producm* 
tion schedule, we do seek to determine the specific causes^ 
This is done not only to enable us to further evaluate this"® 
vendor, but also to constructively arrive at methods 
avoid a recurrence. Where a delivery has had no particular _ 
impact on our operation, we will not make a great effori7 
to determine the cause, but if the opportunity arises, we 
will informally discuss it with the sales representative of 
the firm involved.” 


mi* yoPxK, n y: 

NOV 1 8 1968 


Source: https://www.industrydocuments.ucsf.edu/doQs/ykjkOOO0 -'v'444- 
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MILWAUKEE SENTINEL 
November 16, 1968 
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+ * + 

Robert D. Bitter h a s been 
named to the newly estab¬ 
lished position of manager of 
financial analysis of the finan* 
rial division of Milprint, Inc. 
He h a d been the company’s 
Milwaukee plant accountant j 
before his promotion: i 



MILWAUKEE JOURNAL 
November 28, 1968 


Milprint, Inc. — Robert D. 
Bitter was promoted! to the 
new position of manager of 
financial analysis in« the fin* 
ancial division. WUliam G. 
Russell was named 1 employe 
relations supervisor. 


16 ) 


Source: https://www.industrydocuments.ucsf.edu/docs/ykjkOQOQi 
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Robert D. Bitter h a s been 
named to the newly estab¬ 
lished position of manager of 
financial analysis of the finan+ 
rial division of Milprint, Inc. 
He h a d been the company’s 
Milwaukee plant accountant j 
before his promotion: 
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Russell was named 1 employe 
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THE FINANCIAL TIMES 
November 7 1968 


CAMPAIGN 

September 27 1968 


• In the third joint promotion 
thii hy Ever-Ready. Penonna 
and Colgate-Palmokv* thavert 
will pet Glydea-treatod blade* 
^R^Wmohve thavinf product*. 


68 




Personna shows 
off its banned 
knocking-ads 


THIS is one of (he Ever-Ready 
Personna ads banned by a Code 
of Advertising Practice Committee 
ruling in July because it knocked 
competitors—Gillette and Wilkin¬ 
son. 

Now Ever-Ready Personna have 
taken the unusual step of sending 
out copies of the offending ads to 
15.000 trade outlets. 

Referring to the banned copy , 
Ever-Ready Personna marketing 
director Ray Dallow says, in the 
six-page mailing: “We feel strongly 
that our advertising campaign was 
prepared in good taste, was original 
and did not discredit our com¬ 
petitors.** 

Dallow told campaign that 
while it was “absolutely vital" to 
have controls on advertising, 
“when wc have a significantly 
better product than competitors 
we should be able to say so." 
Certain competitors were making 


“fairly wide" claims which, he 
thought, they should be made to 
substantiate. 

He said that the reason for 
publishing the banned ads was 
that the campaign “had to be put 
back and we felt it was only fair 
that the trade knew what was 
happening." 

Personna*s agents, Maelaren, 
Dunkley, Friedlander, will launch 
a revised £100,000 Press campaign 
before the end of the year. 

The banned ad above reads: 
“Bad luck. Wilkinson. Good try, 
Gillette. You both make marvel¬ 
lous stainless blades. But ours is 
better. It's what an independent 
consumer survey in America 
reports. 

“A panel of 500 shavers gave 
Personna Super Stainless a clear 
verdict over both of you. Quite 
simply, they liked us better. 

“Now for the victory celebra- 



ThefoodloNn. 



The ad that knocked too hard 


tions. We'll send a free pack of 
3 Personna blades (single-edge, 
double-edge or injector) to all 
readers who care to clip the 
coupon. To let them see for 
themselves. 

“We*d like to wish Gillette and 
Wilkinsonall the luck in theworld. 
(If lots of people start trying 
Personna, they may need it.)" 

DallPw said that “very exten¬ 
sive" consumer research was 
being carried out in Britain to 
“substantiate our claims and back 
up our future campaigns." 

The new, revised campaign will 
include 12,000,000 samples, 20 
consumer promotions and five 
joint promotions with major UK 
companies. 





Source: https://www.industrydocumerits.ucsf.edu/doc^ykjkOOOO>^' 
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Personna shows 
off its banned 
knocking-ads 


THIS is one of the Ever-Ready 
Personna ads banned by a Code 
of Advertising Practice Committee 
ruling in July because it knocked 
competitors—Gillette and Wilkin¬ 
son. 

Now Ever-Ready Personna have 
taken the unusual step of sending 
out copies of the offending ads to 
15.000 trade outlets. 

Referring to the banned copy, 
Ever-Ready Personna marketing 
director Ray Dallow says, in the 
six-page mailing:"Wefeci strongly 
that our advertising campaign was 
prepared in good taste, was original 
and did not discredit our com¬ 
petitors.*’ 

Dallow told campaign that 
while it was "absolutely vital** to 
have controls on advertising, 
"when wc have a significantly 
better product than competitors 
we should be abte to say so." 
Certain competitors were making 


"fairly wide** claims which, he 
thought, they should be made to 
substantiate. 

He said that the reason for 
publishing the banned ads was 
that the campaign “had to be put 
back and we felt it was only fair 
that the trade knew what was 
happening.** 

Personna's agents, Maclaren, 
Dunkley, Friedtender, will launch 
a revised £ 100,000 Press campaign 
before the end of the year. 

The banned ad above reads: 
"Bad luck. Wilkinson. Good try, 
Gillette. You both make marvel¬ 
lous stainless blade*. But ours is 
better. it‘s what an independent 
consumer survey in America 
reports. 

"A panel of 500 shavers gave 
Personna Super Stainless a clear 
verdict over both of you. Quite 
simply, they liked us better. 

"Now for the victory celebra- 



The good Voters. 



The ad that knocked too hard 


tions. Well send a free pack of 
3 Personna blades (single-edge, 
double-edge or injector) to all 
readers who care to clip the 
coupon. To let them see for 
themselves. 

"We'd like to wish Gillette and 
Wilkinsonall the luck in theworld. 
(If lots of people start trying 
Personna, they may need it.)*' 

Dallbw said that "very exten¬ 
sive ' consumer research was 
being carried out in Britain to 
“substantiate our claims and back 
up our future campaigns." 

The new, revised campaign will 
include 12,000,000 samples, 20 
consumer promotions and five 
joint promotions with major UK 
companies. 





Source: https://www.industrydocuments.ucsf.edu/d.oc^ , yJ<]k0000;'-;’.' 
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KEEN OFFER 

VER4HADY. Personna and 
Colgate * Palmolive are 
launching their third joint pro¬ 
motion ihla year with a 
a pec La) offer to shavers of new 
Glyttex treated Super Personna 
sulnleas steel blades tree wrh 
Palmolive shaving product;*. 

This latest on-pack offer fea¬ 
tures (our major Palmolive 
lines: Lan»* Lather containing 
two Ever-Ready Personna Gl>- 
dex - coated sup?r stainless 
blades a: 3/3: Giant Lather f J - 
3 free blades- at 4 10; Larue 
Brushless 2 free blades) at 
3 3. and Giant Brushless (+ 3 
free blades* at 4 10. 

All prices quoted are sug¬ 
gested retail selling prices and 
repre.sent in each case a free 
blade offer of 1 j in the case 
of the 2-blade packs and 2 2 in 
•he case of the 3-blade pneks 


CAMPAIGN 
November 8 1968 


CHEMIST b DRUGGIST 
October 26 1968 


Sfcaving Champion.— A speed shav¬ 
ing championship organised by Ever- 
Ready Personna Co.. Wellington House. 
6 Upper St Martins Lane. WO. was 
held recently in which competitors 
were required to shave, using a Per¬ 
sonna Glydex blade, in Ifcss thani thirty - 
three seconds, the time set by Mr. 
Michael de Havilland-Geraghty, Per- 
sonnas nominated champion Four 
competitors succeeded in beating that 
time, thus earning for each of them¬ 
selves a cheque for ISO. which was pre¬ 
sented to them hy Miss Vicki Hodge 
a fashion model Although Miss Hodge 
was one of the few females present at 
the gathering it must not be thought 
there was any lack of colour present, 
the f:ro "'vmpetilor providing more 
than his fair share of gore in the pro- 
of establishing a time of twenty- 
live seconds, the overall winners time 
being fiftcen-and-a half seconds 


At times, the razor bl.ulc market 
looks like a battle royal for two. But 
the bright and breezy newcomer 
Personna claims that within two 
years it will capture a 2o per cent 
share. Its main plan of attack is 
based on free sampling. Already 3 
million blades have ln*en given away 
w ith tins of Tom Thumb cigars. The 
Total Oil Co. gives away a pack of 
blades with every four gallons of 
petrol.. And Personna has plans for 
similar sampling approaches with 
other major companies. 

A final tricky question: who buys 
the blades' It seems to be the women 
in the household. They are guidl'd by 
their husbands preference, it ap¬ 
pears.. but many of them buy the 
blade that's handy* in the chemists. 
With the advertising aimed at the 
men. aren't the communes missing a 
trick * 


Palmolive Blades 
bargain goes on 

EVER-READY-Personna is 
giving away still more of its stain¬ 
less blbdes on Palmolive lines. 

Three blades, worth 2s 2d, are 
offered free with every Palmolive 
Giant Lather and Giant Brush¬ 
less tube of shaving cream (retail 
4s lOd) and two blades, worth 
Is 5d. with the Large Lather and 
Brushless sizes (retail 3s 3d). 

Earlier this year there were 
on-pack free blades with Palm¬ 
olive Rapid Shave Instant Lather 
and Colgate shaving soaps. 




( 2 ) 

Source: https://www.industrydocuments.ucsf.edu/dpcs/yklkOO0O 
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a pec La) offer to shavers of new 
Glyttex treated Super Personna 
sulnleas steel blades tree wrh 
Palmolive shaving product;*. 

This latest on-pack offer fea¬ 
tures (our major Palmolive 
lines: Lan»* Lather containing 
two Ever-Ready Personna Gl>- 
dex - coated sup?r stainless 
blades a: 3/3: Giant Lather f J - 
3 free blades- at 4 10; Larue 
Brushless 2 free blades) at 
3 3. and Giant Brushless (+ 3 
free blades* at 4 10. 

All prices quoted are sug¬ 
gested retail selling prices and 
repre.sent in each case a free 
blade offer of 1 j in the case 
of the 2-blade packs and 2 2 in 
•he case of the 3-blade pneks 


CAMPAIGN 
November 8 1968 


CHEMIST b DRUGGIST 
October 26 1968 


Sfcaving Champion.—A speed shav¬ 
ing championship organised by Ever- 
Ready Personna Co.. Wellington House. 
6 Upper St Martins Lane. WO. was 
held recently in which competitors 
were required to shave, using a Per¬ 
sonna Glydex blade, in Ifcss thani thirty - 
three seconds, the time set by Mr. 
Michael de Havilland-Geraghty, Per- 
sonnas nominated champion Four 
competitors succeeded in beating that 
time, thus earning for each of them¬ 
selves a cheque for ISO. which was pre¬ 
sented to them hy Miss Vicki Hodge 
a fashion model Although Miss Hodge 
was one of the few females present at 
the gathering it must not be thought 
there was any lack of colour present, 
the f:ro "'vmpetilor providing more 
than his fair share of gore in the pro- 
of establishing a time of twenty- 
live seconds, the overall winners time 
being fiftcen-and-a half seconds 


At times, the razor bl.ulc market 
looks like a battle royal for two. But 
the bright and breezy newcomer 
Personna claims that within two 
years it will capture a 2o per cent 
share. Its main plan of attack is 
based on free sampling. Already 3 
million blades have ln*en given away 
w ith tins of Tom Thumb cigars. The 
Total Oil Co. gives away a pack of 
blades with every four gallons of 
petrol.. And Personna has plans for 
similar sampling approaches with 
other major companies. 

A final tricky question: who buys 
the blades' It seems to be the women 
in the household. They are guidl'd by 
their husbands preference, it ap¬ 
pears.. but many of them buy the 
blade that's handy* in the chemists. 
With the advertising aimed at the 
men. aren't the communes missing a 
trick * 


Palmolive Blades 
bargain goes on 

EVER-READY-Personna is 
giving away still more of its stain¬ 
less blbdes on Palmolive lines. 

Three blades, worth 2s 2d, are 
offered free with every Palmolive 
Giant Lather and Giant Brush¬ 
less tube of shaving cream (retail 
4s lOd) and two blades, worth 
Is 5d. with the Large Lather and 
Brushless sizes (retail 3s 3d). 

Earlier this year there were 
on-pack free blades with Palm¬ 
olive Rapid Shave Instant Lather 
and Colgate shaving soaps. 
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blades with every four gallons of 
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the blades' It seems to be the women 
in the household. They are guidl'd by 
their husbands preference, it ap¬ 
pears.. but many of them buy the 
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With the advertising aimed at the 
men. aren't the communes missing a 
trick * 


Palmolive Blades 
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giving away still more of its stain¬ 
less blbdes on Palmolive lines. 

Three blades, worth 2s 2d, are 
offered free with every Palmolive 
Giant Lather and Giant Brush¬ 
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1 HE GROCER 
October 12 19-0-8 



appointed a director of 
\> I Philip Morris A Company. 
' v); manulacturera of Ever 

V Ready Personna razor and 

Industrial bladas. Mr. Wal 
laca la the financial con¬ 
troller of Ever Ready Per 
sonna. 



WALLACE 


' GAZETTE 

5 1968 

- 

Now 

* \ V 

i 

PUip 


Morris 

' 

director 



vX 


JAMES M. WALLACE has ^ 

been appointed a director of 
Philip Moms A Co, manuftc* ■ ' 

turers of Ever-Rcady Personna 
razor blades. 

Mr. Wallace a the financial 
controller of Ever, Ready Per¬ 
sonna. He joined Personna at 
Glasgow as secretary in |%6 
from British Relay in Edinburgh, 
where he was Scottish division 
accountant. 


RETAIL CHEMIST 
October 10 1968 


T HE razor blade market is 
getting more cut-throat than 
ever. Chemiita sell 21 of 
them (as against 28 by 
grocers. 24 by national chains, 
15 by newsagents, 9 by hair¬ 
dressers, and 3 by " others^") 
Ever Ready Personna will be 
marketing a new stainltess steel 
backed injector razor complete 


CAMPAIGN 

COMMENT 

with five blades for 9s. lid. 
early next monthi About the 
same time Wilkinson will be 
retailing a n°vv double edge 
safety razor and spending 
1120,000 on pre Christmas adver¬ 


tising. Gillette have just launch* 
ed a new style in razors, the 
Super Slim Twist . 

For the hands and general 
use. Kimberly-Clark are putting 
a big promotion behind Kleenex 
Kitchen Towels. In-store statis¬ 
tics show that shops stocking 
the twin-pack sell 50% more 
than those stocking singles only. 


Source: https://www.industrydocuments.ucsf.edu/docs/ykjk0000 
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\j 1 appointed a director ol 
I Philip Mot rti i Company. 
x); manulacturara ol Evaf 


V Ready Ptnooni raior and 
Industrial blade* . Mr. Wal 
laca la the financial con¬ 
troller ol Evtr-fteady Par 
aonna. 


THE GROCERS' GAZETTE 
October 5 1968 


director 


WALLACE 

JAMES M. WALLACE has 
beta appointed a director of 
Philip Moms A Co, manufac¬ 
turers of Evcr-Rcady Personna 
razor blades. 

Mr. Wallace s the financial 
controller of Everr Ready Per- 
sonna. He joined Pcrsonna at 
Glasgow as secretary in !<**> 
from British Relay in Edinburgh, 
where he was Scottish diwsion 
accountant. 
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RETAIL CHEMIST 
October 10 1968 


T HE razor blade market is 
getting more cut-throat than 
ever. Chemists sell 2) of 
them (as against 28 by 
grocers. 24 by national chains, with five blades for 9s. lid. 
15 by newsagents, 9 by hair- early next month: About the 
dressers, and 3 by " others.”) same time Wilkinson will be 
Ever Ready Personna will be •> retailing a n^v double edge 
marketing a new slainlfess steel safety razor ard spending 
backed injector razor complete 1120,000 on pre Christmas adver¬ 



tising. Gillette have just launch¬ 
ed a new style in razors, the 
Super Slim Twist . 

For the hands and general 
use. Kimberly-Clark are putting 
a big promotion behind Kleenex 
Kitchen Towels. In-store statis¬ 
tics show that shops stocking 
the twin-pack sell 50% more 
than those stocking singles only. 
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JAMES M. WALLACE has ^ 

been appointed a director of 
Philip Moms A Co, manuftc* ■ ' 

turers of Ever-Rcady Personna 
razor blades. 

Mr. Wallace a the financial 
controller of Ever, Ready Per¬ 
sonna. He joined Personna at 
Glasgow as secretary in |%6 
from British Relay in Edinburgh, 
where he was Scottish division 
accountant. 


RETAIL CHEMIST 
October 10 1968 


T HE razor blade market is 
getting more cut-throat than 
ever. Chemiita sell 21 of 
them (as against 28 by 
grocers. 24 by national chains, 
15 by newsagents, 9 by hair¬ 
dressers, and 3 by " others^") 
Ever Ready Personna will be 
marketing a new stainltess steel 
backed injector razor complete 


CAMPAIGN 

COMMENT 

with five blades for 9s. lid. 
early next monthi About the 
same time Wilkinson will be 
retailing a n°vv double edge 
safety razor and spending 
1120,000 on pre Christmas adver¬ 


tising. Gillette have just launch* 
ed a new style in razors, the 
Super Slim Twist . 

For the hands and general 
use. Kimberly-Clark are putting 
a big promotion behind Kleenex 
Kitchen Towels. In-store statis¬ 
tics show that shops stocking 
the twin-pack sell 50% more 
than those stocking singles only. 


Source: https://www.industrydocuments.ucsf.edu/docs/ykjk0000 
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mu UNAsriAi riMti? 

October J l9f»S 


Growing competition 


V./ -i 


razor blade makers 


between 


•Y IAN DUNNING 

EVER READY Nnomu will to 
marketing a new tuiaJea *Uel 
Kicked mjecior razor complete with 

five nUde* garlv in November for 
#* lid Next month Wilkinson's 
new double edge safety razor—(he 
first oi this type ever produced by 
the company—will be marketed 
nationally backed by a 1120,000 
pre-Christmas advertising campaign. 
It will %«ll tor 22t 6d with five 
blades included in the price. 

These moves indicate that the 
fteht for a larger share of the raror 
blade market rs being revived again 
after a lull broken only by sporadic 
sniping among the big m*nufac 
turers m recent months. Despite 
the fact that Wilkinson hopes to 
profit from sales of the razor itself, 
razor* mainly represent ** Ion 
leader* ” which the blade makers 
use to sell more blades. The theory 
is thtt once the blade is triad the 
user will come back for more of 
the ame brand--although there are 
no figure* available to show how 
vizongly this observation can be 
applied. 

Personna. the smallest of the 
three main manufacturers, is the 
bigacst dispenser of free blades 
with or without razors, and its 
claims tor a steadily increasing 
shire of the market are primarily 
based on this operation. Earlier 
this year 5m. samples went off 
with tins of Tom Thumb cigars, 
and since then the Total Oil com 
pany ha* been givma away blades 
with every four ealTons of petrol 
purchased At me moment Per 
*onna i* in trouble with the Code 
oi Advertising Practice Committee 
lot what It considers “knocking 
cops.’* and i* hurriedly res amp 
mg a new llOO.OOO Prc'* 
advertising campaign which wdl 
put another 12m. ftcc bladb* in 
the hands of householders. 

Mthough (jillettc and Wilkin- 
*on. prefer to have a razor attached 
to their giveaway blJides. the.c is 
no knowing v Kit new marketing 
techniques rr..*ui have to be tried 
-n the future to hold, let alone 
increase, market shares. The 
struggle to-day it more to promote 
brand loyalty and kacp existing 
customers than to win new ones. 

Although extravagant claims arc 
made on all tides about market 
shares—confused by various types 
of blade and methods used to 
assess the market—Mr. Roy Ran¬ 
dolph. Wilkinson's deputy chair¬ 
man. probably gets as cloee as any 


when he estimates that 40 per cent. 
of razor blade Nfter* " consistently 
buy Irorn us. and ih< olher 40 per 
cent from them:’ 1 Ikih: ot coir***: 
it (.jillettc. which, h.t* a utliet 
larger claim tharii Vkilkimon to j 
further 20 per cent, ot shavers 
without any particular brand 
allegiance 

To make sure that more 
shavers understand wtiul bund 
allegiance mean*, the major com¬ 
panies are believed to be spending 
over C2m m Pies* and television 
advertising this year to support a 


MKTHUKliKUU 

iswMtTWii maun » 



market which is worth onlv some 
£!4m, b\ even tbc mo*t: optimistic 
reckoning. I hi* figure ha* show n 
little movement m recent year*, 
nor has the division between wet 
and di y shaving altered *.gm 
Ixantly .oughlv 1\\ pc went ot 
vhavcis favoui ekwific a/on* 

At the same tmiC liowcw . vs cl 
shave advertising expenditure h.i* 
increased b> aivoat. t ^UO.tXH) ill ihc 
pad. three year* Pcr**»nn.i. pic 
ferring to use *hc bulk of ms 
budget oni sample MJiJo* .uni m 
stoic promotions, led* that 'pen*J 
mg on pure mcJu ha*. lone v.ncc 
reached a stage of diminishing 
icturn*. 

Iho may he the-reason wh\ the 
main battle lor the Made ni.rket 
i* currently taking place m chain 
stores, grocer* and supermarkets 
where in store p omotion* count 
tor more. fhi» sector accounts lor 
approximately 52 per cent ot all 
blades sold. Although prices of 
the poputai brands ate *ut in line 
with other commodities, the real 
threat in this area: is Iront the 
increase in sales nl "own bund*' 
blades made privately lor the 
various organisation*. Pcisonna is 


known to to quite Ng N this field 

i the reason for its ctafin to i It per 
Kent, share of the total mart*) but 
thcie are also various small com- 
pjn.es m ShcfbckJ. lor instance, 
whtwh will produce blades at prices 
that allow cxuemcly wide profit 
margins. 

So far this threat ts a relatively 
small one. but sales of "o*» 
brand M blades are con no tang to 
nibble away at the market shares 
of the major manufacturers. Tesco. 
for example, repons that blades 
sold under iu own label now ac¬ 
count for a ** slowly growing 10 per 
cent." of all blade sales. 

Apart from own brands, a new 
low priced stainless steel blade 
developed by two ex Wilkinson 
men has just appeared on the 
scene C ailed Jewel, and marketed 
by Blade Industries, its backers 
intend that it will carve itself a 
10 per cent, share ot the blade 
market hy the end of next year. 

I h:* rather optimistic forecast 
leaves it* competitors unruffled, 
but if the blade achieves only a 
*mall pari of its objective, the 
vtruggle to increase market shares 
among the other companies will 
become even more iniense. 

Even though a large percentage 
of all the blades produced by 
Gillette. Wilkinson and Personna 
are exported (and all repo'i an 
increasing volume oi sales m this 
areal, wuh pressure likely to in¬ 
crease considerably on the home 
market, diversification into other 
puKlticix appears to to the best 
answer for maintaining profits in 
the lutuic. 

Collette is at present streets 
ahead o! it* competitor* in this 
respect: and has launched no less 
than 15 new product* since March. 

ranging from Right Guard 
lUtodoram (the first) to the recent 
bprucc aftershave. 

Ihc success of this operation can 
be gauged from the fact that these 
line* now account for over half 
of Gillette's total turnover. 
Wilkinson, although having a grow¬ 
ing share of the market for garden 
tools, has only just started to lest 
market an aerosol shaving cream 
in the US. and Canada, and 
Personna. big in surgical hladea. 
ha* vet to show its hand. Never¬ 
theless. in the years ahead the 
prevent struggle could well be 
based on toilcteries rather than 
la/ors—but with free blades ©f 
course. 
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• This is the machine that 
checks on tar in cigarettes. 
Technical officer Mike Butcher 
\ is studying its work. \ 




Source: https:7/www.ihdustrydocuments.ucsf.edu/docs/ykjkOOOO 
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IT looked 
like a filter any 
smoker would give 
his right lung for 


Not one particle of 
tar got through." 

It’s called Milli- 
pore, comes from 
America, and costs 
2Vz cents. 

It lasts through five 
cigarettes. 



By MAX GRANT 


But you probably 
won’t be game to be seen 
smoking with one in the 
street 

It’s the si ze of a 50 
cent piece and needs a 
holder the size — and 
look — of a baby’s dum¬ 
my. 

“And in any case" 
says John Swan,, “it 
would make cigarette 
smoking taste like suck¬ 
ing through' a straw.’' 

John M. Swan 1 is Pro¬ 


fessor of Organic Chem¬ 
istry at Monash' Univer¬ 
sity. 

He and his colleagues 
were responsible for the 
analysis of 13 cigarette 
brands which formed 
the basis of the Anti- 
Cancer Council's recent 
demand for compulsory 
labelling of tar levels on 
cigarette packets and in 
advertisements. 

Monash University's 
smoking machine puffed 
away — through Milli- 
pore filters — at 100 of 
each' brand, bought at 
randbm throughout 
Australia, to give these 
tar content results: 
Hallmark Myria filter 
(7.1 milligrams per ci¬ 
garette), Ransom 

(7.4) , Hallmark char¬ 
coal filter (14.9), Kent 
(16.0).,, Alpine (18*8), 
Escort 120.3), Albany 

(20.4) , Camel plain 

(23.7),: Belvedere 

(25.1), Kool (25.2), 
Rothmans plain 
(26,31, Craven A plain 

(26.5) and PhilihMor- 
ris regular J t32,3T7 

Is tar content all im¬ 
portant? 


‘No doubt’ 


“There's really no 
doubt about it," Profess 
sor Swan said with 
evangelistic fervour. 

' He is in his early 40s, 
quietly spoken and nor¬ 
mally doesn't- like to 
talk about himself. 

“One in HQ heavy 
smokers will die of lung 
caneer,, and,tfChe tar ik 
the main’ krtpwn agent 
that leads toMfe 
“The smoke you see 
curling up from a cigar¬ 
ette is basically light re¬ 
flected from tar par¬ 
ticles. 

“But even to sift out 
tar may not be enough, 
“There are gases pre- 
ent in smoke, too — 


gases which when tested 
at higher concentrations 
can be shown to be very 
toxic. 

“We want to do some 
more work on this, along 
with chemical analysis 
of other Australian 
brands,” Professor Swan * 
said. 

What hope has the \ 
heavy smoker of getting * 
a safe filter? , t 

“Designing filters is * 
really not my business," . 
Professor Swan said. 1 
“I doubt, if the Milll- g 
pore filter Could be built ^ 
into a cigarette. .. 

“Scaling it. down* n 
could make it ineffec- i 
tive. x 

Size, shape | 

“Size and shape of the ] 
cigarette, type of paper, : 
grade and cut of tobac¬ 
co — even the fertiliser 
used on the tobacco 
plant — all play a role. 

“It’s a very complex 
problem of applied 
chemistry." 

Yet Professor Swan, 
always a non-smoker, Is 
sympathetic to the other 
half. 

“If people must smoke 
— and about 50% of 20- 
year-olds still start — 
we have to give them a 
low tar cigarette and 
encourage them to use 
it so that their chances 
of death from lung can¬ 
cer become no greater 
than, say, death in a car 
accident. 

‘“This will need deter¬ 
mined Government ac¬ 
tion such as; 

• “Labelling, in big let¬ 
ters, of tar content on 
cigarette packets. 

• “Imposing heavy ex- ■ 
cise duties on high tar 
brands so they cost 
more. 

• “Setting up a Federal 
Government labora¬ 
tory to check all 
brands regularly. 

• “Smoking, after all, 
is not a habit. It is & 
drug addiction. 

“And drug addicts 

need help ” 


a) 

Source: https://www.industrydocuments.ucsf.edu/db kjkOOOO 
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L .nth Pidlbr Asscootes 

L,,-. 4276. G.P.O, Sydney 


MANY AUST. CIGARETTES SAID TO 
HAVE TOO MUCH TAR 


Vic. Anti-Cancer Council Report 

Melbourne, Oct. 3L — Tests on 13 brands of Australian* 
made cigarettes have shown that 11 of them have a tar con* 
tent above a ''tolerable maximum", according to a report 
by the Victorian anti-Cancer Council. 

The tests were made by the Department of Chemistry at 
Monaeh University, under a research grant from the council. 


Announcing the result of the 
tests to-day the council said: 
**Tar is the part of the smoke 
on which most suspicions had 
fallen. It contains a number of 
well-known cancer causing 
agents." 

The tests showed that Hall¬ 
mark cigarettes with myria fil¬ 
ter have the lowest tar content 
of 7.1 milligrams. Philip Morris 


(regular) has the highest with 
323 milligrams. 

This is the tar content table 
of the 13 brands tested:— 

Hallmark (myna filter) 7.1; 
Ransom 7 A; Hallmark (char- 
cola filter) 14.9; Gent 18,0; 
ftlnlna 18.8; Escort 20.3; Albany 
20.4; Camel (plain) 23.7; Bel¬ 
vedere 26.1; Kool 25J2; Roth¬ 
mans (plain) 28.3; Craven A 
(plain) 26.5; Philp Morris (re¬ 
gular) 323. 

Method 

The council sa^i the method 
used to establish the tar con¬ 
tent was that used by the Unit¬ 
ed States Government’s Federal 
Trade Commission. 

The anti-cancer council said 
to-day: "People should know the 
tar level of all brand of ciga¬ 
rettes, and most effective way 
would be comulsory labelling of 
packets. 

The council says, too, that all 
advertisements should carry a 
statement of tar content. 

"And encouragement should 
be given to low tar brands, 1 
the council said. 

"This could be achieved by 
an Increasing scale of excise, 
thus making high tar brands 
Bnoro e?coensive. r ‘ 


the anti-cancer council will con¬ 
tinue to support research on 
icigarette tar at Monash Uni¬ 
versity. 

"From time to time reports 
will be issued untii all brands 
oni the Australian market have 
been covered." 

The anti-cancer council says 
that tests made about a year 
a^o showed that tha average 
j tar content of Australian made 
cigarettes was about 40 per 
cent higher than American 
cigarettes. | 

"It was asked by the press 1 
and in Parliament whether the 
jhigher tar content was because 
of Australian tobacco," it says. 

“The recent tests show that: 
Australian tobaccos are not at 
fault!. Each of the two major 
companies produces a low tar 
content cigarette comparable 
with the lowest available in the 
U.S.A." 

Compulsory labelling of tai 
levels of cigarettes on packets 
will be discussed by Federal! 
and State Health Minister at 
thei. next meeting. 

The Victorian Minister for 
Health, Mr. v. O. Dickie, said 
to-night that the figures on tar 
levels compiled by the anti- 
Cancer Council of Victoria- 
would be out before the con¬ 
ference by the National Health 
and Medical Research Council. 

Mr Dickie said any action on 
labelling of packets would need 
to be done at a national level 
because cigarettes were produc¬ 
ed for national sale. 

The next conference of the 


.(Ministers will be in Adelaide 
'ieamn* Government action,| pext AJ>rU. 
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Lynch Puller A-.vxiotcv 

Bl* 4276. G.PO, Sydney 


They’ll take 
to the hills 


The Alpine Rally, the 
longest-established car 
trial in Australia, gels 
under way again on 
November 23. 

Organised by the Light 
Car Club of Australia 
and sponsored bv .Pbilin 
Morris^ the rally was first 
staged in 1927* 

The rally this year starts at The route of the rally has 
the LCCA headquarters in been checked and double- 
Queens Road. Melbourne, checked by the directors^ to 
then rallies to a point ensure that the reputation 
about 208 miles from the gained with si* protest-free 
c ; t y years is maintained. 


a top: rally field is expected 
to enter. f* 

Starters should include the 
Victorian Holden dealers 
team of three cars driven 
bv Tony Roberts, Bob Wat¬ 
son and Reg Luna. 

Frank Kilfoyle (Ford Cor- 
lina) has a good chance of 
winning the championship 
if he is successful in this 
rally. 

NO PROTESTS 


From there, crews will face 
three highly comped live 
stages, totalling 458 gruel¬ 
ling miles over some of 
Victoria’s most rugged 
alnine territory. 

The rally will end pt the 
Phillip Island race circuit 
the next day, coinciding 
with the Victorian Sports 
Car championship. 

This is the last event which 
counts for the Australian 
Trials Championship, and 


Unfortunately for the or 
ganisers, the London to 
Sydney marathon will take 
away some of the interest 
in this classic local event* 

FOOTNOTE: If you could 
turn the clock back to 1911 
you would have seen Carl 
junker win the Australian 
Grand Prlx In a Bagmtti 
Type 57 — and two years 
later win the Alpine Ratty 
in the same car. 
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Source: https://www.industrydocurnents.ucsf.edu/dGCs/ykjkOQGO 
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L .nth Pidlbr Asscootes 

L,,-. 4276. G.P.O, Sydney 


MANY AUST. CIGARETTES SAID TO 
HAVE TOO MUCH TAR 


Vic. Anti-Cancer Council Report 

Melbourne, Oct. 3L — Tests on 13 brands of Australian* 
made cigarettes have shown that 11 of them have a tar con* 
tent above a ''tolerable maximum", according to a report 
by the Victorian anti-Cancer Council. 

The tests were made by the Department of Chemistry at 
Monaeh University, under a research grant from the council. 


Announcing the result of the 
tests to-day the council said: 
**Tar is the part of the smoke 
on which most suspicions had 
fallen. It contains a number of 
well-known cancer causing 
agents." 

The tests showed that Hall¬ 
mark cigarettes with myria fil¬ 
ter have the lowest tar content 
of 7.1 milligrams. Philip Morris 


(regular) has the highest with 
323 milligrams. 

This is the tar content table 
of the 13 brands tested:— 

Hallmark (myna filter) 7.1; 
Ransom 7 A; Hallmark (char- 
cola filter) 14.9; Gent 18,0; 
ftlnlna 18.8; Escort 20.3; Albany 
20.4; Camel (plain) 23.7; Bel¬ 
vedere 26.1; Kool 25J2; Roth¬ 
mans (plain) 28.3; Craven A 
(plain) 26.5; Philp Morris (re¬ 
gular) 323. 

Method 

The council sa^i the method 
used to establish the tar con¬ 
tent was that used by the Unit¬ 
ed States Government’s Federal 
Trade Commission. 

The anti-cancer council said 
to-day: "People should know the 
tar level of all brand of ciga¬ 
rettes, and most effective way 
would be comulsory labelling of 
packets. 

The council says, too, that all 
advertisements should carry a 
statement of tar content. 

"And encouragement should 
be given to low tar brands, 1 
the council said. 

"This could be achieved by 
an Increasing scale of excise, 
thus making high tar brands 
Bnoro e?coensive. r ‘ 


the anti-cancer council will con¬ 
tinue to support research on 
icigarette tar at Monash Uni¬ 
versity. 

"From time to time reports 
will be issued untii all brands 
oni the Australian market have 
been covered." 

The anti-cancer council says 
that tests made about a year 
a^o showed that tha average 
j tar content of Australian made 
cigarettes was about 40 per 
cent higher than American 
cigarettes. | 

"It was asked by the press 1 
and in Parliament whether the 
jhigher tar content was because 
of Australian tobacco," it says. 

“The recent tests show that: 
Australian tobaccos are not at 
fault!. Each of the two major 
companies produces a low tar 
content cigarette comparable 
with the lowest available in the 
U.S.A." 

Compulsory labelling of tai 
levels of cigarettes on packets 
will be discussed by Federal! 
and State Health Minister at 
thei. next meeting. 

The Victorian Minister for 
Health, Mr. v. O. Dickie, said 
to-night that the figures on tar 
levels compiled by the anti- 
Cancer Council of Victoria- 
would be out before the con¬ 
ference by the National Health 
and Medical Research Council. 

Mr Dickie said any action on 
labelling of packets would need 
to be done at a national level 
because cigarettes were produc¬ 
ed for national sale. 

The next conference of the 


.(Ministers will be in Adelaide 
'ieamn* Government action,| pext AJ>rU. 
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then rallies to a point ensure that the reputation 
about 208 miles from the gained with si* protest-free 
c ; t y years is maintained. 


a top: rally field is expected 
to enter. f* 

Starters should include the 
Victorian Holden dealers 
team of three cars driven 
bv Tony Roberts, Bob Wat¬ 
son and Reg Luna. 

Frank Kilfoyle (Ford Cor- 
lina) has a good chance of 
winning the championship 
if he is successful in this 
rally. 

NO PROTESTS 


From there, crews will face 
three highly comped live 
stages, totalling 458 gruel¬ 
ling miles over some of 
Victoria’s most rugged 
alnine territory. 

The rally will end pt the 
Phillip Island race circuit 
the next day, coinciding 
with the Victorian Sports 
Car championship. 

This is the last event which 
counts for the Australian 
Trials Championship, and 


Unfortunately for the or 
ganisers, the London to 
Sydney marathon will take 
away some of the interest 
in this classic local event* 

FOOTNOTE: If you could 
turn the clock back to 1911 
you would have seen Carl 
junker win the Australian 
Grand Prlx In a Bagmtti 
Type 57 — and two years 
later win the Alpine Ratty 
in the same car. 
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Source: https://www.industrydocurnents.ucsf.edu/dGCs/ykjkOQGO 








EN l T OS ULTIMOS CINCO AROS: 

DIVISAS POR MAS DE Q4 MILLOHES HA RECIBIDO 
GOATEMALA POR LA EXPORTACIOR DE CIGARRILLOS 


* < SEGUN ESTADISTICAS DE LA TABACALERA CENTROAMERICANA 


Guatemala ha experimenta- 
do una percepcidn de divisas por 
valor <le 04.212.442, en lo® ul¬ 
timo* cinco a nos, como resulta 
do de lro&portaci&n de cigarri- 
llos a lea palses centroamerica- 
DOG. 

Segtin informa clones estadfe’ 
ticas proporcionadas por la em- 
ptesa Tabacalera Centroamerica 
na, Sociedad AnSnima, en 196? 
se vendierona Ice paises del Sr* 
tea cigarrillos por una suma es- 
tlmada en Q73.195. En 1965 las 
negocitciaies de este g^nero as^ 
ctedieron a Q606.594, mientras 
en 1966 Ikgaron a 831.968 y en 
1967 a 1.590.774. 

Hasta el mes de octuixe del 
presence a fk>, se habian efectua 
do ex portae tones del productopor 
□na clfra estimada enl. 109.910. 

Se agreg6 que la planta in- 


dicada ha efectuado tambl£n e* 
poctaciones de tabaco a pates 
siiuados fuera de Centro A m£ri- 
per un valor de Q361. 211. 

-Lo anterior demuestia-dijo 
el seflor Federico Garcia,gerente 
de vends de TACASA, e l duro 
irnpacto que representa para la 
economia nacional la obstaculi- 
zaci6n que actualme nte estSn 
encontrando nuestros product os 
en el mercadb comdn, llevada a 
caboen una forma flegal.que es 
contra ria a las norm as que rigen 
la polftica de libre comercio en 
tre nuesnes pates.. 

Se dijo que la situaci6m 
creada, con el cierre de la fron 
te*a salvadoiefta a la impona - 
ci6n de cigarrillos guatemalte- 
cos, tambi£n afecta en forma d_i 
recta a las plantas procesadoras 
del tabaco, como Tabacalera 


Centroa m erica na, que hanhecho 
fuertes lnversiones en el pais y 
de las cuales depende un gra n 
pfimero de trabajadores. 

* -La Tabacalera Centroam^ 
ricana- manifest6 -tiene lnver- 
slones en el pais por valor de 
Q2.977.677. __ 

(7 164 ) 

DIARIO EL GRAFICO 
GUATEMALA CITY, 
GUATEMALA 

DAILY - CIRG.N.AVAIL 
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Donan Picadura a Club Fumadores 


Juan E. Soto (dtrecha), Gerente de VenU, do PblU B Morrj. en Pu^rt^Rieo, entret. *1 presN 
j. nt . j.i ri U h de Fumadores de Pipa, Jaime Fonseca, las dlsilntas marcas de picadura que dls- 
trtbuy.Lh.li™^TirSlulerda'obSfrv. Jo,A ArjamwlUa, ejecutlvo d. Pobl.cldad SIboney. 
(Foto SEI) ___ 
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Source: https://www.industrydocuments.ucsf.edu/docs/ykjkOQQG 
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Firma Dona $1,000 Pro Monumento 
Poeta de Collores, Luis Horens Torres 


Un monumento a la memo- 
ria del poeta puertorriqueno 
Luis Llorkns Torres sera le- 
vantado en San Juan el prb- 
ximo afio mediante los es- 
fuerzos que estkn llevando a 
cabo lag dlrigentes de la 
Unibn de Mujeres America- 
nas, Capitulo de Puerto Rico. 

I>e acuerdo con lo infor- 
mado por la senora Samiri 
de Pbrez, el proyecto en ho¬ 
nor del Bardo de Collores 
tendrk un costo de alredkdor 
db 50 mil dblares, al cuall 
han contribuido entidades cf- 
vicas, empresas comerciales y 
personas interesadas en el 
desarrollo cultural del pais. 

"Una de las firmas que 
m£s nos ha ayudado — dice 
la seflora Pkrez — es la Phil ¬ 
lip Morris de Puerto Ric o, 
que acaba di entregarnos 
mIs de mil dblares como 
contribucibn a nuestra cam- 



pafta pro-monumento”. La do- 
nacibn de la Philip Morris. 
fue hecha por su Vicepresi- 
dente y gerente general, se- 
Aor John E. Margetts. 

Al hacer la entrega a las 
Hderes de la UMA, senoras 
Carmen de Acevedo, Samui 
de Pbrez y Carmen Judith 
Rivera, ed sefior Margetts ex- 
presb "la inmensa satisfac- 
cibn que su compahia senria 
al poder cooperar en tan no¬ 
ble obra. Sabiendo el valor 
espiritual que sigmfica para 
el pueblo puertornqueflo el 
poder honrar en piedra a Llo- 
rens Torres, quien tanto exal- 
tb las bellezas de su tierra, 


De izquierda a derecha:'Carmen Acevedo, presidents de la UMA; 
Morris; Samiri de Pbrez y Carmen Judith Rivera, del comity pro 


John E. Margetts, vice presidents y gerente general de la Phillij : 
monumento a Luis Llorbns Torres. " ,r ~ 


nos sentimos honrados de 
poder ayudar a que se haga 
realidad el monumento”, ma¬ 
nifesto Margetts. 

La iniciativa original de la 
UMA tenia como fin erigir 
un monumento simbblico a 
la mujer puertorriquefta. Sus 
propulsores fueron a consul- 
tar a don Ricardo E. Aiegria, 
director del Instituto de CuH 
tura Puerto rri que A a, y fete> 
les sugirib hacerlo en la fi- 
gura de Luis Llorbns Torres,, 
e! poeta que mks le ha can- 
tado a la mujer puertorrique- 


fia, De esa forma fue revivi- 
do un proyecto iniciado quin¬ 
ce anos atrks. 

En aquella ocasibn un Co- 
mite, integradb entre otros 
por Iks sefloras Iris Ayuso y 
Angela Luisa Torregrosa, y 
el licenciado Carlos J. Torres, 
habfa bregadb con Ik idea. Al 
mismo se unia la UMA con 
otro Comitb presidido por 


Samiri de Pbrez, que tiene 
, entre sus miembros a las se* 
floras Rina Biaggi, Carmen 
Judith Rivera, Alida Camu- 
fias y Bel£n Matias. 

'Tan pronto tengamos .los 
primeros $10,000, el Institu¬ 
to de Cultura Puertorriquefta 
nos duplicark la cantidad! y 
entonces podremos anunciar 
las bases para el concurso 


artistico que plasmark e 
piedra nuestros deseos, en t 
cual podrkn participar escu 
tores de todas las nacional 
dades”, comenta dofla Samir 
Hasta el momento la UM/ 
ha recaudado inks de seis m 
dblares y cuenta con numc 
rosas ofertas para engrosa 
los fondos destinadoa al me 
numento a Llorbns Torres. 
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VIDA SOCIAL 



John E, Marietta, vicepresidente 


_ ato y gerente general do yhtllip Mopia on Puerto Rico, hace 

eutreg* de un donativo ft 1m damas quo componcn el Comlte - Fro Monumento a Llorlns To¬ 
re*. Son ellas, do lxq. a derecha, Samiri de PAres, presidents; Carmen do Acevedo Montalvo, 
president* do la UMA y Carmen Judith Rivera. (Foto SEI) 

Monumento a Llorens Torres 


"J Un monumento a la memo- 
rla del gran poeta puertorri- 
queflo Luis Llortna Torres so¬ 
rt levantado en San Juan ol 
proximo afio graclas a los es- 
fuerzos que estAn llevando a 
cabo las dirlgentes de la Uniftn 
de Mujeres Americana*, Ca- 
pitulo de Puerto Rico. 

De acuerdo con lo infor¬ 
mal o por Samir! do PArez, 
el proyecto en honor al Bar. 
do de CollOres tendrt un cos- 
to de alrededor de 50 mil 
ddlares, que estA siendo cu- 
bierto mediante aportacionee 
de entldades civicas, empTeaas 
comerciales y personas inte- 
resadas en el desarrollo cul¬ 
tural del pais. “Una de las 
firmas que mAs nos ha ayu- 
dado —dice Samiri^ es la 
Phi lip Morris de Puerto Ri¬ 
co, que acaba de entregarnos 
mAs demil ddl&res como con- 
trlbucidn a nuestra, campafia 
pro-monumen tn” 


La donacidn de la Philip 
MoniiJye hecha por su Vi- 
cepresidente y Gerente Gene¬ 
ral, senor John E. Margetts, 
quien did a la Unldn de Mu¬ 
jeres Amerlcanas un cheque 
por el total de las utillda- 
des obtenidas durante cuatro 
semanas de ventas en Puer¬ 
to Rico de sus cigarrUlos 
Benson and Hedges 100. Al 
hacer la entrega a las llde- 
res de la UMA, sefioras Car¬ 
men de Acevedo, Samirl de 
Pdrez y Carmen Judith Rive¬ 
ra, el senor Margetts expre¬ 
ss la inmensa satlAfaccidn que 
su compahia sentla al poder 
cooperar en tan noble obra. 
“Sabiendo el valor esplritual 
que signifioa para el pueblo 
puertorriqueno el poder hon- 
rar en piedta a LlorAns To¬ 
rres. miien tanto exaltb las 


1 bellezas de su tierra, nos 
t sentimos honrados de poder 
ayudar a que se haga reali- 
dad el monumento”, man!- 
fest6 Margetts. 

Anteriormente, la ffalUp S* 
M nrris de Puerto Rico tam- 
Sllnhabia cooperado en fa¬ 
vor de esta camp a ha de re- 
caudacidn. Como se recor 
dard, la idea de levantarle 

una estatua al Inmortal Llo- 
rtna Torres fue dada a la pu- 
I blieidad con el desflU de mo- 
1 daa “Extravaganza en Oro”, 
el cual impresiond gratamente 
a las mAs elegantes da mas de 
la socledad por las ereaciones 
que en Al presentaron nues- 
tros afamados dlae had ores. 
Aquella actlvkiad, auspiciada 
conjuntamente por la Unl6n 
de Mujeres Amerlcanas y los 
cigarrillos Benson and Hed ¬ 
ges 100, reunid a mis de 300 
personas que se entusiaam*- 
ron con el proyecto. 


La iniciatlva original de la 
UMA tenia como fin erigir- 
le on monumento simbdllco 
a la mujer puertorriquefta. 
Sus propulsoras fueron a con- 
sultar a don Ricardo E, Ale- 
gria, director del Instituto 
de Cultura Puertorriquefta, y 
dste les sugirid hacerlo en la 
figura de Luis Llordns To¬ 
rres, el poeta que mAs le ha 
cantado a la mujer puertorri- 
quefia. De esa forma fue re- 
vivido un proyecto lniclado 
quince afios atrAs. 

En aquella ocasidn un Co- 
mitd, integrado entre otros 
por Iris Ayuso y Angela Lui¬ 
sa Torregrosa, y el Lie. Car¬ 
los J. Torres, habia bregado 
con la idea. Al mlamo s« uni a 
la UMA con otro comitd pre- 
aidido por Samiri de Pdrez, 
que tlene entre rus mlembros 
a Rina Biaggi, Carmen Judith 
Rivera, Allda Camufias y Be- 
ldn Matlas. 

"Tan prontp tengamos los 
primeros $10,000. el Institu 
to de Cultura Puertorriquefta 
noa duplicarA la cantidad y 
entonces podremos anunciar 
las bases para el concurso ar- 
tistico que plasmarA en pie- 
dra nuestros deseos, en el 
cual podrAn participar escul- 
tores de tod&s las nacionali- 
dades”, comenta dofta Samiri. 

“Hasta elmomento la UMA 
ha recaudado mAs de seis mil 
ddlares y cuenta con numero- 
sas ofertas para engrosar 
los fondos destinados al monu 
men to a Llftrens Torres. “Cuan 
do Aste. baya sido hecho rea 
lidad, habremos honrado a 


Source: https://www.industrydocuments.ucsf.edU/doGs7yh:jk000q 
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A monument honoring the 
memory of the Puerto Rican 
poet Luis Llorens Torres will 
be erected in San Juan next 
year at a cost of $50,000 
raised by the Union of 
American Women, Puerto 
Rican chapter, with a large 
contribution from Phillip 
Mgrris^ Planning the event 
are from left to right, UMA 
Officers Carmen Judith 
Rivera, Carmen Acevedo 
and Samiri de Perez with 
John E. Margetts, vice presi¬ 
dent and general manager 
of Phillip Morris in Puerto 
Rico. 
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En la fbto aparece Samirr de P6rez del ComitS ProMonumen- 
to a Luis LlbrSns Torres mosttando al Sr. John E. Margetts, Vi- 
cepresidente y Gerente Generalidfe la Phillip Morris los versos 
del poeta La Mujer Puertorriquefia en las Obras Completas de 
LlorSns Torres. La ocasidn: la Phillip Morris entrega un dona- 
tivo por $1,000 para el Monumento. 
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Flytja inn sigarettur 
fyrir einn kaupanda! 


KJ-Reykjavik, ]>riSjudag. 

Fyrir dyrum stendur nu sbluherferS a sigarettum fra Phili p Morris her a land!,, en 
fyrir utan samnefndar sigarettur framlei<5ir fyrirtsekiQ m.a. Marlboro, sigarettur og Roy 
sigarettur, en J>aer siSastnefndu eru aSeins framleiddar fyrir Islendinga og Marokko* 
bua. Fjorfia sigarettutegundm sem fyrirtaekiS selur hingaS er English Ovals, en aS sdgn 
umbofemanna her, E. Th. Mathiesen h.f. {>a reykir }>essa tegund aSeins eln kona h6r 
a landi. 


01 af Stallberg svae5i®framkvstj. 
fyrir P hilip Morris i Norftur-Evr- 
opui upplvsti >a5 a blaflaroanna* 
fundii i dag, a5 l6lendingar reyktu 
Uti5 af filtersigarettum mi$a5 vi5 
t d. nAgrannahjdSirnar. Afteins 
um fjogur prosent af sigarettuinn 
flutningnum heffli' veriS filtsiga- 
rettiir AriO 1968, en heffli aukizt 
upp i 31 prosent t>aS sem af er 


arinu 1968. Till samanburSar sag5i 1 
hann, eru 60—80 prosent af siga- 
rettusolunni k Norflurlondum,, filt- 
sigarettur. Hann sagSist sannfaerSi 
ur um a5 filtsigaretturnar h^ldu 
afram a5 vinna k her k landi, og 
m. a. vegna hess legSu Philip,, 
Morris n-u aukna aherzlu a solu 
samnefndra sigaretta h£r a landi, 
og Marlborosigarettanna s em hanni 


jsagSi aS sboSugt ynnu k . Harm 
benti a, aC verkatni5jur sinar hefflu 
or5i5 fyrstar til a3 taka upp >a 
pokkunaracWerC, a5 pakka slgarett 
um f pappaoskjur, meS afestu loki 
e$a i)ser umbuSir, sem slgarettu- 
reykingamenn hekktu utan um 
Mar lfam Pa sag<5i hann, a5 Phil 
ipjdorris_6fgaretturnar vaeru pakk 
aSar 1 plastoskjur, sem h£ldu siga 


rettunum flenskum lengur, og wstri 
heppilegaT pakkningar fyrir t d. 
sjdmenn. 

Um^Roy sfgarettumar sag5i hann, 
a5 hvernig sem k t>vf staeCi >4 
vaeri Island og Marokkb einu 
londin sem mi keyptu fcd tegund 
irk verksmiSjunum. f>aer eru afl- 
eins bdyrari en mar gar aCrar teg 
undir, og getur ha5 legiO i >vi 
Pa sag5i hann, aS kaanski vaeru 
Islendingar vanafastari en a5rir f 
og vildu Jwi margir halda atfram 
meS> sinar Roy sigarettur, en 
sp45i pvi samt a<5 fleiri og fleiri 
faeru yfir l filters!garettur eins 
og Phi lip Mo rris og M arlboro . 


TIM1NN 

2. okt6ber 1968. 
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j OVERSEAS DEVELOPMENTS 

' gfailip Morris introduces "on-the-spot" computerized retail per- 
formancesystem in Canada , developed by Marketing Factors Inc. for 
Philip Morris Incorporated , 100 Park Ave., New York, N.Y. 10017. h* 
Details : Data processing equipment supplies convenience store © 

operators with cigarette performance sales and profit breakdowns. © 
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Flytja inn sigarettur 
fyrir einn kaupanda! 


KJ-Reykjavik, {>ri<5judag. 

Fyrir dyrum stendur nu sdluherferS a sigarettum fra Phili p Morris her a landi,, en 
fyrir utan samnefndar sigarettur framleiSir fyrirtsekiO m.a. Marlboro, sigarettur og Roy 
sigarettur, en J>aer siSastnefndu eru aSeins framleiddar fyrir Islendmga og Marokkd’ 
bua. Fjor5a sigarettutegundm sem fyrirtaekiS selur hingaS er English Ovals, en a5 sdgn 
umbofcmanna her, E. Th. Mathiesen h.f. f>a reykir }>essa tegund aSeins eln kona hdr 
a landi. 


01 af Stallberg svaeffisframkvstj. 
fyrir P hilip Morris i Nor5ur-E)vr- 
dpui upplysti >a5 a blaSamanna- 
fundi i dag, a<5 fsler>dingar reyktu 
Uti5 af filter sigarettum midaS vi3 
t d. nAgrannabjoSirnar. Afteins 
um fjbgur present af sigarettuinn 
flutningmim heffli veriff filtsfga- 
rettiir 4rifl 1963, en heffli aukizt 
upp 1 31 prosent t>a5 sem af er 


arinu 1968. Till samanburSar sag5i 1 
hann, eru 60—80 prdsent af siga- 
rettusolunni 1 Nordurldndum, filt- 
sigarettur. Hann sagdist sannfaerSi 
ur um ad filtsigaretturnar hdldu 
afram ad vinna 4 her 4 landi, eg 
m. a. vegna fyess legdu Philip,, 
Morris nu aukna aherzlu a solu 
samnefndra sigaretta hdr a landi, 
og Marlborosigarettanna s em harm 


jsagdi ad sboSugt ynnu 4. Harm 
benti a, afS verksmi5jur sinar hefdu 
ordid fyrstar til ad taka upp Jxa 
pdkkunara5ferS, ad pakka slgarett 
um f pappadskjur,,me5 afestu loki 
eda h a?r umbuflir, sem slgarettu- 
reykingamenn hekktu utan um 
Mar lboroi I>a sagSi hann, ad Phil 
ip M orrjs_6igaretturnar vaeru pakk 
adar i plastoskjur, sem hdldu siga 


rettunum fenskum lengur, og weri 
heppilegar pakkningar fyrir t d. 
sjdmenn. 

Umjtoy sigaretturnar sagdi hann, 
aS hvernig sem 4 staeCi J>4 
vaeri island og Marokko einu 
londin sem mi keyptu fcd tegund 
fr4 verksmddjunum. I>3Kr eru ad- 
eins ddyrari en mar gar adrar teg 
undir, og getur had legid i >vf. 
Pa sagdi hann, ad kannski vaeru 
fslendingar vanafastari en adrir, 
og vildu }>v! margir halda atfram 
med sinar Roy sigarettur, en 
sp4di l>vi samt ad fleiri og fleiri 
faeru yfir I filters! garettur eins 
og Phi lip Mo rris og Marlboro. 


TIM1NN 

2. oktfber 1968. 
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I OVERSEAS DEVELOPMENTS 

'gfailip Morris introduces "on-the-spot" computerized retail per¬ 
formance system in Canada , developed by Marketing Factors Inc. for 
Philip Morris Incorporated , 100 Park Ave., New York, N.Y. 10017. h* 
Details : Data processing equipment supplies convenience store O 

operators with cigarette performance sales and profit breakdowns. ® 
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1 ottoW 1968 ALfrYOUBUflft 

Kynna 

Philip 

Morris 

Her a land} er nu staddur Svi 
inn Olof StiillbfeTg:. sem er svpe6 
isstjori i NorfiurEvropu hja 
bandariska tobaksfyrirtaekinu 
Philip Morris. 

Einar Th. Mathicsen, um- 
boSsma^ur Philip Morris td- 
baksvara A Islandi, efndi til 
fundar me5 fr^ttamimnuri og 
sagfli Olof Stallberg bar fr£ 
starfsem; fyr rtaekisins og 
svaraSi fyrirspurnum. Fretta- 
raonnuiri! var synd kvikmynd 
,um tennis on margar a£ fraeg- 
ustu tennisstjornum hoims eru 
k snaeram Philip Morris. Inn 
i kvikmy.ndina voru flettaSar 
tdbak saugl y s' n g a r. 

H4r er fyrirhuguS solu og 
auglysingaherferS k Philip 


Morris tbbaksvbrum og hdfst 
htin 1, sept. Oil aherzla verS- 
ur logs a aS auglys* filter 
sigarettur, Jmr sem taliS er, 
aS Jieer sdu taS. sem Uoma 
skal. b6 voru frdttameniv upp 
lystir um ba s , aS verr gengi 
aS koma lslendingum k bragfl 
sigaretta meS filter en dSrum 
bjoflum. 

Pau tbbaksmerki. sem fian* 
leg eru h£r k land ; af ham- 
le Ssluvorum Ph[lip Morris, 
eru: 

Marlboro filter 1 Flip Top 
pakka (most selda amerlska 
sfgarettan k heimsmarkaSn- 
um,, Philip Morr's multifilter 
i Flp Top plastik pakka, Hoy, 
6n filter, Parliament filter, 
soft pakkar og Revelation, 
piputobak. 

bess mi geta, aS Philip Morr 
is hefur nylega hafiG fram* 
leiGslu k slgarettum. sem ejn- 
gdngu eru aeilaGar kvenfdlkj. 
Nefnast paer Vjrg na Slims og 
eru mjbrri en venjulegar afs*ur 
ettur og 100 millimetra afl 
lengd. Paer hafa vertf sendar 
k markaC 1 Amerlku til reynslu' 
og sala k beim gcngiC mjog 
vel. 



Pau af tobakunerkinm PfcUlp Morris wem eru h£r i landi. 

Marlboro er mest aelda amerUk* »i|rarettaa A helm*marka$ntmi, 

| Revelation pipatotakif er ajkomi* A warka&Ua hit of hefur 


selzt m>5f vel 




a 



c 
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Marlboro mest selda sigaretfan 


• Nylega hofst haustauglys- 
ingaherferd hja E. Th. Matble- 
sen hf., sem hefur umbod fyrlr 
Philip Morris s£r k landi. — 
Solustjdri fcess fyrirtsekis k 
Norfturlondum, Olaf Stallberg, 
kom til landsins a t bessu tll- 
efni og hitti frettamenn a5mili 
& dogunum. 

Einar Th, Mathiesen t6k vid 
umbo<3i bandariska tobaksfyrir- 
tsekisifas 1966 og hefur, si'dan 
vend unmid skipulega ad mark- 
adgrridlurn rrua. ‘med auglysing- 
um k Mariboro og Philip Morr¬ 
is Multi filter. Reyndar hofSu 
sigarettur frk Philip Morris 
lengi verifl seldar k IsLandi. 



43 sogn Olafs Stall bergs 
virnia filtersfgarettux stodugt k 
h^rlendis. Arid 1964 var sala 
freirra 4% of hefldarsdlu en 
er mi komin \rpp i 30^/ 0 . t*au 
tdbaksimerki seim f&anleg era 
h£r k land! af framaerfdsluvdr- 
um Philip Morris eru: Marl¬ 
boro filter 1 Flip Top pokka, 
Philip Morris Multifilter 1 Flip 
Top plastik pakka, Roy kn filt¬ 
ers,-Parliament filter soft pokk- 
ar og Revelation piputdbak. 

Sfgarettur Philip Morris eru 
titfluttar frk verksmidjunuim i 
Virginia og Kentucky og t>eer 
eru £ramfiead<iar af veaksanidj* 
um Philip Morris i Kanada, 
Sviss, Guatemala, Venezuela, 
Austurriki, Fiimlandi, Frakik- 
landd, £yzkalandi, Holland i, 
Hong-Kong, Indiandd, Itah'u, 
Nyja Sjdlandi, Panama og Fil- 
ipseyjum. Marlboro er mest 
©eiida axnerlsica sagarettarL 
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MORGUNBI*ABID, WUDJUDAGUR 8. OKTOBKR 1968 


Siusigarettur v/nno d /l^r d /anof/ j 


Rceti vid Olof 
Stallberg og Einar 
Th. Matfhiesen um 
Marlboro og Roy 
sigarettur 

Sjalfsagt bykir ba3 ekki g69 
Katina i prim heiisugaeiiutunum, 
sem no era, »3 auglysa sigar¬ 
ettur, eiginlega klappa fyrir 
knbbameinsTaidl 

Fyrir orfdum do gum boSaSi 
Einar Mathiesen, umbo3sm*Sur 
fyrir Philip Morris — tobaks- 
Tomm, til blaffaraannafund- 
ar til prss s3 kynna so hist jo rm 
bessa aJbjoftleg* fyrir t^ekis d 
Nor 5 urio nd urn, herra Olof Stall 
berg, en einmitt am )>essar 
mundir er a3 hefjasi aroJors- 
herfer3 hja fyrirtaekinu E. Th. 
Mathiescn h.f. til aakinnar sola 
z Philip Morris — tdbaksvdr- 
VB. 

AS Islenzkum siC byrjuSum 
viS afi fraeSast um uppruna og 
sett 6lafs Stallberg elns og nafn 
lyns rayndi vera d tslenzku. 

„Jd, dg er fseddur 1 Stokk- 
hdlmi, en foSursett min er ur 
Dolunum i Svfbj6$, en m6Sur- 
aett frd SuCurlandinu bar, rdtt 
hjd Malaren. Cist dg upp 1 b6f- 
uSborginni og tdk bar mitt strid¬ 
den tspr6f. StundaSi dg slSan 
ndm viS Verziunarhdskdlann, 
en aS ndmi loknu vann dg 12 
At hja saensku t6bakseinkas61- 
unni. J>a6 var svo 1964 aS dg 
rdSst til Philip Morris, £g er 44 
dra gamall; kvsentur og A 3 
born, og by 1 Stokkh<Slmi.“ 

„f»aS vseri frdSlegt ftS vita, 
hvenaer bdr sj difur byrjuCuS aS 
reykja? 4 ' 

„f>a® er nu liSinn aexinn tlmi 
siSan. feg reykti mest plpu 
fyrst framan af, en reyndi slSan 
viS sigaretturnar. CrvaliS var 
ekki mikiC a strlCsirunum 
heima i SvibjoC, en begar striC- 
inu Lauk, jdkst tegundaurvaliS 
dCfluga. 

Nu er dg hingaS koroirm til 
aS meet a meS Marlboro og Roy 
— sigarettum og Revelation* 
piputdbaki. AuSvitaS framleiS- 
ir tyrirtaekifl margfalt fleiri td- 



Elnar Th. Mathiesen, umboSsmaffur Philips Morris a Island! og 
Olof Stallberg, solustjdri fyrir Nor5urlond, kynna blafiamdnn- 
um Marlborosigarettur. Ung stulka er i miftju, en bun gekk um 
beina me5 sigarettnr og veitingar. (Myndlna tbk Ljosm. Mbl.: 
St. Hrm.) 


baks tegundir, en pessar brjdr, 
og maetti nefna Benson og Hedg 
es, Parliament, Adbullah og De 
Rezke sigarettur og Bond 
Etreet og Four Square-reyktd- 
bak, en dg hugsa, a5 Islendlng- 
ar kannist vel vi6 flestar beirra. 

l>ott b^d komi ekki tdbafcsher- 
ferCinni beint vid, framleiSir fyr 
irtaekiS eihnig Personna^ak 
b!6d, Birma-rakspira tyggl 
gummi, svo aC eitthvafi se nefnt 

Mariborosigarettan mun vera 
mestselda ameriska sigarettan d 
heimsmarkaCnum i dag, og dr- 
leg soluaukning d henni i Banda 
rtkjunuxn hefur verid meiri en 
24 prs. undanfarin dr. 

Roysigarettan virOist seljast 
meira uti d landi h^r d tslandi, 
hva6 sera veldur. 1 Svfbj65 selst 
langmest af Marlboro, af amer- 
iskum slgarettum, og svo er 
einnig 1 Sviss, en i Finnlandi er 
hdn nr. 3 af saman!dg5um mark 
afii bseCi innlendra og innfluttra 
sigarettna. bannig er einnig um 
fjolmorg onnur lond. 

VerC a Marlboro d NorCur- 
londum er laegst 1 Finn- 
landi, bar sem verflid er 33. 
kr6nur pakkinn, en d tslandi er 
verCiC 39.50. Hsest er verCIO 1 
DanmSrku. bar sem hver pakki 
kostar 80 50. Er albtaflar miBafl 
vi6 Islenrkar krdnur* 4 . 


,3veTnig vilja fslendingar 
ha fa sigarettur? Kaupa b«ir 
meira af slulausum sigarettum 
en a6rar bjddir?” 

„>eir hafa veriC seinni til en 
aCrtr a5 tilfeinka ser siusigar- 
etlur, en b»r vinna stoCugt d. 
Arid 1964 var sala beirra 4 prs. 
af heiidarsdlu, en l dag er hdn 
30 prs. Philip Morris tdbaksv&r 
ur hafa a6 sjdlfsogSu lengi veriC 
seldar d tslandi, en er fyrst 
driS 1966, begar E.Th. Mathie- 
sem h h tdk vi5 umbodinu, a5 
unni® hefur veriC skipulega a5 
markaCsmalum, m.a. meC aug- 
lysingum d Marlboro og Phil¬ 
ip Morris Multifilter sigarettum. 
Roy-sigarettur eru seldar hdr 
dn siu.“ 

A fundinum var blaSamdnn- 
um synd merkileg kvikmynd 
mu sogu tennislbottarinnar i 
heiminum, og komu bar tram 
allmargir starfsmenn Philip 
Morris, bvl aS nokkxir beirra 
eru heimskunnir tennisleikarar. 

Ung stulka i fotum, sem likt- 
ust Marlboro sigarettupakka, 
gekk um beina, og voru bar au5 
vitad fyrst Og fremst d boSstdl- 
um, sigarettur, auk annarre veil 
inga. Olof Stallberg st 66 stutt viff 
h^rlendis, og mun nu afturkom 
inn til Stokkhdlms. — Fr. S, 
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incuenta Industrials y Banqueros 
se Entrevistaran con Carlos Lleras 
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BOGOTA, Nov. 18 (UPI) - 
‘ El mibrcoles proximo se entre- 
vistkrAn con el Presidente Car¬ 
las Lleras Restrepo 50 indiis* 
triales y banqueros extranjeros 
que han llegado a esta capital 
con eli Animo de promover la 
inversion de capitalec para un 
mis rapido proceso de desarro- 
llo del Grupo Andino, 

Los visitantes, procedentfes de 
Gran Bretana, Italia, Suecia, 
Suiza, y Estados Unidos, adfe- 
lantarin durante cinco dias con* 
versaciones con altos funciona* 
rios colombianos y represen- 
jtantes deli sector privado de las 
laeis naciones que integran el 
jbloque andino. La misibn em* 
presarial tendri ademas con¬ 
tacts con dirigentes sindicales 
y con funcionarios del Banco 
Interamericano de Desarrollo 
(BED) y de la Asociacibn La- 
tinoamericana de Libre Co- 
mercio (ALALC). 

Josb Mestre, Vicepresidente 
de la Business International 
empresa encargada de coordi* 
nar estos encuentros, dijo que 
el objeto de la misibn es co* 
nocer mediante contacto direc* 
to con los dirigentes de los 
paises andinos, los planes para 
crear y acelerar un mercado 
comun subregional] dentro de 
un concepto mis amplio de in* 
tegraoibn. 

El informant agregb que 
unas 150 industrias esUn inte- 
resadas en vincular capitales en 
los pafses miembros del Grupo 
Andino. Las inversiones en bs- 
tos se harbn en el mirmo rit* 
mo en que avance el proceso 
de desarrollo e integracibn. 

Los empresarios extranjeros 
que representan a unas 40 in¬ 
dustries, conjuntamente con los 
representantes de Bolivia, Co¬ 
lombia, Chile, Ecuador, Peru y 
Venezuela, analizarin las posi- 
bilidades y planificacibn para 
una mbs ripida y segura in- 
versibm 


tario de la Organizacibn Regio¬ 
nal Interamericana de Traba* 
jadores ORIT, Grandon Utpton 
que preside la dele^acibn del 
BID; Juan Pascual Martinez, 
Secretario alterno de la ALA 
LC Rauli Espejo de Bolivia; 
Salvador Lluch y Fernando Mu¬ 
rillo de Chile; Gonzalo Apon- 
Cebribn del Peru y Eduardo 
Mendoza de Venezuela, adembs 
de varios banqueros e indus¬ 
triales de las seis naciones an- 
dinas. 

Entre los 50 empresarios ex- 
tranjeros visitantes se cuentan 
especialmente Bjorn Rosen, de 
Aga Aktiebolage; Josb Rafael 
Porro, de American Cynamid; 
Cornelius D. Howland, de The , 
Chase Manhatan Bank; Tho¬ 
mas Tyler, de Clark Equip¬ 
ment; Carlos Cavali, de ^iat; 
Neville Ji Pinsent de General 
Telephone and Electronics; Re- 
ginal Brand, de Glaxo Interna¬ 
tional Ltda; William Philips, 
de International Minig, Co.; 
Morton Blumberg de P hilip M o.-, 
rris; Donald R. Carmody, de 
STSnffard Oil de Indiana; Hans 
Feldeerg, de Uhion Carbide 
Corporation; Gasta Almstedt de 
Sandvikens Jenvkers Aktiebola- 
£et; Rudolf S. Merten de Swiss 
Bank Corporation; y Paul Kling- 
spora de Monsanto Co mpany^ 
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Traslada^ 

Rodrigues Esc3ona» co. 


Enrique rwmrisuc* 
nocido publlcitario, hi sldo traa- 
ladado a Mexico en el eargode 
Director de Marketing de Philip 
Mgrris one acaba 

de ins talar aiu una modern* 
fabric* de cigarrlllos * on costo 
de 510 millones. Rodrigue* Es- 
calona deja gratos recuerdos en 
los medlos publlcitarios de Puer¬ 
to Rico. 



Los 50 empresarios tienen in¬ 
terns en vincular sus capitales 
en el' desarrollo tecnolbgico, pe- 
troqulmico, alimentos, metal 
mecbnico, elbctrico y otros. 

En las mesas redondas con 
los funcionarios y empresarios 
colombianos, participarbn tarn* 
bibn, Antonio Jbureguii Secre* 


Source: https://www.industrydocuments.ucsf.edy/docs/y^}k000(>v 
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EXTRANA 


APARIGION 


'V 

V 

V 

<N 


De fuentcs propias cbtu* 
' vimqs} informacion que con- 
! firmaria Ja aparicion <te wit 

\ P'etmriri n*retoR 


1 extranOLObjeto e* ctelos 
de la Capita^ !to que en 
hie de&JIpt<> por 
, vedhos d^las zdnas domo 
un inmeitsa ogamllc* con 
filtro bianco* ®nas tarde* fue 
detallado por ^arientc* de 
los susodichos, como una fa¬ 
bric^ que surcaba el firma- 
InentO* del tipo de la nom- 
brada en un anuncio publi- 
citario que oportunamente 
apareciera en diaiios de es- 
ta ciudad, comunicando la 
llegada de una fabrica pa¬ 
ra la elaboracipn de cigarri- 
Uns de 100 mmmctros. 


VOLO 
LA PAREJA 


Luego de la presentacibn 
de rigor, que habia concita- 
do singular expectativa, cJ 
mencionado extrajo de entre 


■ ■ - cAuaju uc enirr? 

sus ropas una flor dorada, 

S^. ST J t °, de iBicBen!, ;Big 


i j i*m« oen:, »x5lg 

^en! t desaparecib de los lu- 
gares que salia frecuentar. 


De este hecho, del cua! se 
esperan los mejores resulta* 
a os, fue mteriorizado el pe- 
nodismo luego de lo cual se 
ceiebro un animado $gape 

que se prolongs hasta altas 
horas de la tarde. A los nos- 
tres fueron servirios los nue- 
vos cigarriilos despertando 
vivos comentanos po r su 
nes cornu nal tamano y des- 
Jnmbrante marqudla dora- . 

rf _ 


(18) 


x; 


RUIDOSO 

VIENTO 


Posteriormente llejjarorva 
esta redaccibn noticias del) 
arribo de un buque velero 
surto en el puerto de esta 
capital. Lo imprevisto de su 
llegada. motivd un singular 
despliegue de vecinos de la 
zona, que inquietados por el» 
ensordecedor ruido a viento 
que la nave producia, se co- 
rrieron hasta los muelles 
para dar la bienvenida. Por 
otra parte se supo tambiem 
sin que cronistas de esta re¬ 
daction pudieran confirmar 
> la noticia. que el interroga- 
do habria respondida con las 
1 habituates evasivas- 


EL TIEMPO 


Le.jos de acatar la intima- 
cion de su madre, la pare- 
ja echo a volar sin que has- 
ta el memento se tengan 
noticias de este extrano fe- 
nomeno. Por otra parte el 
estado del tiempo y lo res- 
baladizo del patio impidie- 
, ron el posterior despegue de 
i amigos y hermanos, llevan- 
[ do Ids malvones y los car- 
tones con sus cigarriilos fa- 
voritos, de nombre BIG 
BEN y de tamano 100. No 
Iejos tfe alH, a 30.000 pies de 
altura, un jet era tesugo de 
la exotica presentacidn de 
un nuevo cigarriUo: 61^ 
BEN 100 nut}. 


ii D estado del tiempo es 
i llbuerxx aunque se aitundan 
“probables chaparrones y 
posterior salida de sol para 
fos dias de jubilo y de BIG 
.BEN 100 milimetros* Que 
I sen dorados. 
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.^XTRANA 

k APARICION 


RUIDOSO 

VIENTO 


t)e fuentes proplas obtn* 
vimos informacion que con- 
firmaria lk aparicidn de um 
extrano objeto en los cielos 
de la Capital. Lo que enb 
prinoipio fue descripto por 
vecinos de las zonas coma 
un inmenso cigarrillo corn- 
filtro bianco, mas tarde fua 
detallado por parientes de 
los susodlchos, como una fk- 
brica que surcaba el firma- 
mento, del Upo de la nom* 
brada en un anuncio public 
citario que oportunamente 
apareciera en diarios de es¬ 
ta ciudad, comunicando la 
llegada de una fabrica pa¬ 
ra la elaboracion de rigarrU' 
llos de 100 milimetros. 


i 

K Posteriormente llegaron * 
esta redaccion noticias del 
arribo de un buque velero 
: surto en el puerto de esta 
capital. Lo imprevjsto de su 
' llegada. motivo un singular 
1 despliegue de vecinos de la 
. zona, que inquietados por el 
1 ensordecedor ruido a viento 
que la nave producta. se co- 
rrieron hasta los muelles 
para dar la bienvenida. Por 
otra parte se supo tambien. 
sin que cronistas de esta re-, 
daccton pudieran confirmar 
la noticia, que el interroga- 
do habria respondido can las 
habituales evasivas. 


VOLO 
LA PAREJA 


Lejos de acatar la Intimi* 
cidn de su madre, la pare- 
ja echo a volar sin que has¬ 
ta el momenta se tengan 
noticias de este extrano fe- 
nomeno. Por otra parte eZl 
estadb del tiempo y lo res- 
balkdizo del patio impidie- 
ron el posterior despegue d? 
amigos y hermanos, llevan- 
do los malvones y Ids car- 
tones con sus cigarriilos fa¬ 
vorites, de nombre BIG 
BEN y de tamano 100. No; 
lejos de alli, a 30.000 pies de* 
altura. un jet era testigo de 
la exotica presentacibn de 
un nuevo oigarrilU); RIG 

v/ 

Luego de la presentacldn 
de rigor, que habia concita- 
do singulkr expectativa, et 
mencionado extrajo de entre 
sus ropas una flor dorada, 
v al gnto de ;Big Ben!, ;Big 
Ben!, desaparecio de los lu- 
gares que solia frecuentar. 

De este hecho, del cual sei 
esperan los mejores; resulta- 
dos. fye interiorizado el pe- 
riodismo luego de lo cual se. 
oelebro un animado agape 
que se prolong'd hasta altas 
horas de la tarde. A los pos- 
tr.es fueron servidos los nue- 
vos cigarriilos, despertando 
vivos comentarios por su 
descomunal tamano y des* 
jiJumbrante rnarquilla dora¬ 
da. 


EL TIEMPO 


Et estado del tiempo es 
bueno, aunque se anuncian 
probables chaparrones y 
posterior salida de sol 
los dias de jubilo y de gIG 
BEN: 100 milimetros. Qu« 
son dorados. 
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EXTRftNA 


APARIC10N 


\ 


De- fuentes jiropias cbtu- 
informacion que con- 
t firmaria Ja apaxiciomte im 
1 extrahOLObjet® en io% delos 
de la Capital* L® que en 
►prft^iblpLiue cfc&flpto por 
. v con os w'Has zdna<t domo 
m jnmenso cigarrillcy con 
filtro bianco* mas tarde fue 
detallado pa? parientcs de 
1 los susodichas, como una fa¬ 
bric^ qye surcaba cl firma- 
Inentfc «tel tipo de la nom- 
brada Cn un anuncio pubU- 
citario que oportunamente 
apareciera en diarios de es- 
ta ciudhd, comunicando 1ft 
llegada de una fabrica pa¬ 
ra la elaboracipn de cigarri- 
Uns de 100 rnmnietros. 


VOLO 
LA PAREJA 
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RUIDOSO 

VIENTO 


Posteriormente lle^aron a 
esta redaccibn noticias del) 
arribo de un buque velero. 
surto en el puerto de esta 
capital: I^o imprevisto de su 
llegada. motivo un singular 
despliegue de vecinos de la 
zona, que inquietados por el 
ensordecedor ruido a viento 
que la nave producia, se co- 
rrieron hasta los muelles 
para dar la bienvenida. Por 
otra parte se supo tambiem 
sin que cronistas de esta re¬ 
daction pudieran confirmar 
* la noticia, que el Lnterroga- 
do habria respondida con las 


J| habituales evasivas- 


i| EL T1EMPO 


Le.jos de acatar la tntimft- 
cion de su madre, la pare- 
ja echo a volar sin que has¬ 
ta el momento se tengan 
noticias de este extrano fe- 
nomeno. Por otra parte el 
estado del tiempo y lo res- 
baladizo del patio impidie- 
! ron el posterior despegue de 
L amigos y hermanos, llevan- 
■ do Ids malvones y los car- 
tones con sus cigarriUos fa- 
voritos, de nombre BIG 
BEN y de tarn ah o 100. No 
lejos cte ailii a 30.000 pies de 
altura. un jet era testigo de 
la exotica presentacidn de 
un nuevo cigarrillo; 
BEN^100,irua. 

Luego de la presentaridn 
de rigor, que habia concita- 
do singular expectativa, eJ 
mencionado extrajo de entre 
sus ropas una flor dorada, 

g al gnto de ;Bic Ben!, :Bie 
en!, desaparecjo de los lu- 
gares que solia frecuentar. 

De este hecho,, del cua! .se 
, esperan los mejores resulta* 
i; dps, fue interiorizado el pe- 
; riodismo luego de lo cual se 
l ceiebro un anlmado hgape 
jque se prolong'd hasta altas 
jhoras de la tarde. A los pos- 
tres fue ron servidos los nue- 
vos cigarriUos despertando 
vivos comentanos pdr su 
descomunal tamafto y des- 
himbrante marquilla^dora- .• 

Oil. 


D estado del tiempo es 


llbucryx aunque se axtundan 
probables chaparrones y 
' posterior ealida de sol para 
fos rtias de jubilo y de JBIG 
.BEN 100 milimetros- Que 
Ison dorados. 
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t)e fuentes proplas 
vlmos informacion que con* 
firmaria lk aparicibn de um 
extrano objeto en los cielos 
de la Capital. Lo que era 
prinoipio tue descripto por 
vecinos de las zonas com® 
un inmenso cigarrillo corn- 
filtro bianco, mas tarde fue 
detallado por parientes do 
los susodicnos, como una fk- 
brica que surcaba el firma* 
mento, del tipo de la nom* 
brada en un anuncio publi* 
citario que oportunamente 
apareciera en diarios.de es¬ 
ta ciudad, comunicando ltt 
llegada de una fabrica pa¬ 
ra la elaboracion de cigarrU’ 
llos de 100 milimetros. 


VOLO 
LA PAREJA 


Lejos de acatar la intlmi* 
cidn de su madre, la pare- 
ja echo: a volar sin que has¬ 
ta el momenta se tengan 
noticias de este extrano fe- 
nomeno. Por otra parte efl 
estadb del tiempo y lo res- 
balhdizo de] patio impidie- 
ron el posterior despegue dp 
amigos y hermanos, llevan- 
do los malvones y lbs car- 
tones con sus cigarriUos fa¬ 
vorites, de nombre BIG 
BEN y de tamano 100, No; 
lejos de alii, a 30,000 pies d& 
altura, un jet era testigo de* 
la exotica presentacidn de 
un nuevo cigarrillb; BIG 
J5NjLfiQjru2L 


Luego de la presentacldfli 
de rigor,; que habia concita- 
do singulkr expectativa, el 
mencionado extrajo de entre 
sus ropas una Mor dorada, 
y al gntb de iBig Ben!, ;Big 
Ben!, desaparecio de los lu- 
gares que solia frecuentar. 

De este hecho, del cual 
esperan los mejores resulta- 
dos, fye interiorizado el pe- 
riodismo luego de lo cual se. 
oelebro un animado agape 
que se prolong'd hasta altas 
boras de la tarde. A los pos- 
tres fueron servidos los nue- 
vos cigarriUos, despertandb 
vivos comentarios por su 
descomunal tamano y des* 
'ilumbrante marquilla dora¬ 
da. 


'*'• Posteriormente llegaron m 
esta redaccion noticias del 
arribo de un buque velero 
: surto en el puerto de esta 
capital. Lo imprevisto de su 
* llegada. motivo un singular 
despliegue de vecinos de la. 
zona, que inquietados por el 
ensordecedor ruido a viiento 
que la nave producia, se co- 
rneroni hasta los muelles 
para dar la bienvenida. Por 
otra parte se supo t&mbien. 
sin que cronistas de esta re-, 
daccion pudieran confirmar 
la noticia, que el interroea- 
do habna respondido con las 
habituates evasivas. 


EL TIEMPO 


El estado del tiempo es 
bueno, aunque se anuncian 
probables chaparrones y 
posterior salida de sol 
los dias de jiibilo y de gIG 
BEN: 100 millmetros. Qu® 
son dorados. 
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T hailandT ellsLorillard 
To Turn Out Cigars 

There 3 Not Cigarets 

* * * 

But, Loew’s Unit States, It Is, 

Or Was Until Thais Altered 
J, Ruling; Deadline Is Year-End 0 


A Wall Street Journal News .Roundup 
^ Thailand ordered Lorillard Corp. to close 
(\ what it called the company’s cigaret-making 
operations there by Dec. 31, the Associhted 
V> Press reported. 

N) And, the AP said, the Thais told Lorillard 
K that it could continue in< Thailand only if it 
switched its entire production into cigars. Ciga- 
ret production is a government monopoly in 
Thailand! 

Lorillard, a Loew’s Theatres Inc. subsidi¬ 
ary, responded that its Thai operations have 
been making little cigars, rather than cigarets. 

The conflict apparently is partly over what 
is a little cigar. 

A Lorillard spokesman said that last May 
Thailand granted a Lorillarddinked company 
licenses and permits to produce little cigars 
similar to those made in the U S- 

But, the spokesman said, early this month 
and “subsequent to this (the May licensing) 
and after our investment in plant and equips 
ment, the government passed a law redefining 
'little cigars’ as cigarets. Since all cigaret 
making in Thailand is a government monopoly,, 
the new law forces Lorillard to cease, produc¬ 
tion by the end of the year. 

“We believe this type of action could cause 
great concern about future American invest¬ 
ment in Thailand.” 

What motivated the Thais to change the law 
wasn’t: Immediately clear. 

Little cigars are the same length and thick¬ 
ness as cigarets but generally contain tobaccos, 
used in conventional cigars, wrapped in dark 
brown paper or tobacco leafi Gigar tobaccos 
are more alkaline than: cigaret tobacco blfends, 
making the smoke stronger in inhalation. 

However, tobacco companies in some coun¬ 
tries such as Britain have begun to use cigaret 
blends in their little cig&rs, apparently to at¬ 
tract cigaret smokers while avoiding advertis¬ 
ing strictures against cigarets prompted by the 
smoking-and-health controversy. 

Little cigars containing cigar tobaccos are 
believed by industry sources to compete with 
cigarets to some extent, suggesting one possi¬ 
ble reason for the Thai government’s move, ac¬ 
cording to industry experts. 

Lorillard’s latest proxy statement says it is 
represented in Thailand by P. Lorillard (Asia) 
Ltd., a subsidiary of P. Lorillard Ltd;, which, 
in turn, is half owned by Lorillard Corp. and 
half by onetime officers of the former United 
Tobacco Co. The Lorillard; spokesman declined 
to state the size of the Thai operation. 
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New Package 
For Newports 



A new Newport package is be¬ 
ing introduced by Lorillard Cor¬ 
poration The new package, cur- j 
rently entered in East Coast mar¬ 
kets and due to expand “routine¬ 
ly” across the nation, has a deep¬ 
er blue color, with variably spac¬ 
ed horizontal black accent lines. 
Lorillard called it “a more com 
temporary graphic, with' greater 
visibility for the name.” Inside, 
a cork paper tip has been added. 

Lennen & Newell is the agency 
for Newport. The brand’s ad¬ 
vertising* theme : “Newport 
smoothes and refreshes your 
taste”, has not been affected. 

Newport is sold in king size, 
crushproof box and 100mm. j 
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T hailandT ellsLorillard 
To Turn Out Cigars 

There 3 Not Cigarets 

* * * 

But, Loew’s Unit States, It Is, 

Or Was Until Thais Altered 
J, Ruling; Deadline Is Year-End 0 


A Wall Street Journal News .Roundup 
^ Thailand ordered Lorillard Corp. to close 
(\ what it called the company’s cigaret-making 
operations there by Dec. 31, the Associhted 
V> Press reported. 

N) And, the AP said, the Thais told Lorillard 
K that it could continue in< Thailand only if it 
switched its entire production into cigars. Ciga- 
ret production is a government monopoly in 
Thailand! 

Lorillard, a Loew’s Theatres Inc. subsidi¬ 
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similar to those made in the U S- 
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the new law forces Lorillard to cease, produc¬ 
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What motivated the Thais to change the law 
wasn’t: Immediately clear. 
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brown paper or tobacco leafi Gigar tobaccos 
are more alkaline than: cigaret tobacco blfends, 
making the smoke stronger in inhalation. 
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believed by industry sources to compete with 
cigarets to some extent, suggesting one possi¬ 
ble reason for the Thai government’s move, ac¬ 
cording to industry experts. 

Lorillard’s latest proxy statement says it is 
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Ltd., a subsidiary of P. Lorillard Ltd;, which, 
in turn, is half owned by Lorillard Corp. and 
half by onetime officers of the former United 
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Hershey's Sales Increase 
Sharply on Acquisitions; 
Nine-Month Earnings Up 


HERSHEY, PA. — Heishey Foods 
Corp. has announced! consolidated! net 
sales of $217»001i,978 for the nine 
months ending September 30, an in¬ 
crease over net sales of $177,111,848 
for the corresponding period of 1967. 


Net income was $15,058,873* or 
$1.26 per share, for the first three 
quarters, compared with $14,706*813, 
or $1.23 per share a year earlier. 

The company stated that part of 
the substantial increase in sales in the 
first three quarters of 1968 was due 
to the inclusion of sales of Cory Corp. 
and David & Frere Ltee without com¬ 
parable figures in 1967 for those 
periods prior to acquisition. Salbs in 
1967 for such subsidiaries for the 
periods prior to acquisition were $24,- 
063,790* compared with $28,477,102 
for the same periods in 1968. Com¬ 
paring the sales of all companies for 
both years, sales for the first nine 
months of 1968 represent an over-all 
increase of about 8 per cent. 
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December 1968 Tobacco Leaf 

^ That stadium cushion deal that Liggett & 
Myers is offering consumers for 20 pack 
flaps of L&M's is being promoted in Ohio 
Valley and Pennsylvania via outdoor. The 
campaign will be expanded, firm says . • . 
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|jLiggett & Myers Acquisition ! 
Of Austin-Nichols Is Voted ! 

NEW YORK-Shareholders of Liggett & 

I Myers Inc. approved the acquisition for pre- 
1 V50Usl y reported terms of Austin, Nichols Sc Co. 
at a special meeting in Durham, N.C. Holders 
of the liquor concern approved the plan Nov. 
26. Liggett & Myers is one of the six malbr cig¬ 
ar et companies. 
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Decmbor 1968 Tobacco Loaf 


NEW PACKAGE FOR NEWPORT in a deeper blue color and with 
variably spaced horizontal black accent lines has been intro¬ 
duced by Loriilard Corp. The redesigned Newport package is 
currently entered in East Coast markets and it is expected that 
its ultimate distribution will be on a national basis. Also, a cork 
paper tip has been added to the cigarette. Lennen & Nfewell is 
the advertising agency handling Newport. The brand's advertis¬ 
ing theme: "Newport smoothes and refreshes your taste’’ has 
not been altered. Newport is sold in king size, in a crushproof 
box and in a 100mm size. 
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paring the sales of all companies for 
both years, sales for the first nine 
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December 1968 Tobacco Leaf 


That stadium cushion deal that Liggett & 
Myers is offering consumers for 20 pack 
flaps of L&M's is being promoted in Ohio 
Valley and Pennsylvania via outdoor. The 
campaign will be expanded, firm says • • • 
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)j Liggett & Myers Acquisition ! 
Of Austin-Nichols Is Voted 1 

NEW YORK—Shareholders of Liggett & 

I Myers Inc. approved the acquisition for pre- 
i viously reported terms of Austin, Nichols Sc Co. 
at a special meeting in Durham, N.C. Holders 
of the liquor concern approved the plan Nov. 
26. Liggett & Myers is one of the six malbr cig- 
aret companies. 
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D*e«mW 1968 Tobacco Loaf 


NEW PACKAGE FOR NEWPORT in a deeper blue color and with 
variably spaced horizontal black accent lines has been intro¬ 
duced by Lorillard Corp. The redesigned Newport package is 
currently entered in East Coast markets and it is expected that 
its ultimate distribution will be on a national basis. Also, a cork 
paper tip has been added to the cigarette. Lennen & Nlewell is 
the advertising agency handling Newport. The brand’s advertis¬ 
ing theme: "Newport smoothes and refreshes your taste” has 
not been altered. Newport is sold in king size, in a crushproof 
box and! in a 100mm size. 
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Sharply on Acquisitions; 
Nine-Month Earnings Up 
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for the corresponding period of 1967. 


Net income was $15*058,873* or 
$1.26 per share, for the first three 
quarters, compared, with $14,706*848, 
or $1.23 per share a year earlier. 

The company stated that part of 
the substantial! increase in sales in the 
first three quarters of 1968 was due 
to the inclusion of sales of Cory Corp. 
and David & Frere Ltee without com* 
parable figures in 1967 for those 
periods prior to acquisition. Salts in 
1967 for such subsidiaries for the 
periods prior to acquisition were $24,- 
063,790, compared with $28,477,102 
for the same periods in 1968. Com¬ 
paring the sales of all companies for 
both years, sales for the first nine 
months of 1968 represent an over-all 
increase of about 8 per cent. 
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December 1968 Tobacco Leaf 
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flaps of L&M's is being promoted in Ohio 
Valley and Pennsylvania via outdoor. The 
campaign will be expanded, firm says • • • 
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duced by Lorillard Corp. The redesigned Newport package is 
currently entered in East Coast markets and it is expected that 
its ultimate distribution will be on a national basis. Also, a cork 
paper tip has been added to the cigarette. Lennen & Nlewell is 
the advertising agency handling Newport. The brand’s advertis¬ 
ing theme: "Newport smoothes and refreshes your taste” has 
not been altered. Newport is sold in king size, in a crushproof 
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THE WALL STREET JOURNAL, 
_ Thuriday, Decembe r 5, 1968 

Business Bulletin 

A Special Background Report 
On Trends in Industry 
And Finance 


w CIGABET FLAVORINGS go exotic u cm- 
phaals on mlldnew turns ta*te» blander. 

R. J. Reynolds patents an additive to give 
smoke a flavor like popcorn; another new 
Reynolds additive gives cigarets an “earthy, 
mushroom-like aroma." Other companies de- j 
velop lemon-lime and cherry flavorings and a 
Pennsylvania inventor comes up with a maple- 
flavored additive. American Tobacco patents 
an additive to bring out 1 tobacco’s natural taste. 

Nearly all popular cigarets already contain 
sweet syrups, chocolates, licorice and other fla¬ 
voring additives like honey and cinnamon to j 
enhance the real taste of tobacco and reduce 
harshness, But lowering the tar And nicotine 
content of cigarets reduces theii- natural flavor 
and tobacco companies now are toying with ad¬ 
ditives that provide a dominant taste of their 
owrii Menthol currently la the only dominant 
flavoring used in nationally distributed brands. 

American Tobacco tried a spearmint- 
flavored cigaret, Mayo’s, in 1966, but 
brand flopped. 

• • • 
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WEEK OF DECEMBER 6, 


United Kingdom report 


1968 

A 


T; 


TOBACCO 

THE INTERNATIONAL WE E KUY' 


Tobacco industry shocked by Britain’s 
announcement of new surcharge on duty 

BY RICHARD SMITH, London Editor 


London, England. — Shocking in¬ 
creases in taxation announced by Roy 
Jenkins, Britain’s Chancellor of the Ex¬ 
chequer, following his return from a 
European financiall summit conference 
in Bbnn, included a surcharge on the 
tobacco duty. 

This will have the effect of adding 
up to 5 d. to the price of a pack of 
cigarettes with corresponding increases 
on i tobacco and cigars. 

For Britain’s hard-pressed smokers it 
is the third increase this year. As a re¬ 
sult of a boost in tobacco duty in the 
government’s March budget,, prices: 
were raised! by 2d. on a pack of 20. 
Then manufacturers put their prices up 
hv Id. a pack to offset increased costs. 

* Now comes this latest massive in¬ 
crease, one of many measures imposed 
on the British public in a desperate at¬ 
tempt to restrict consumer spending and 
cut imports, the whole situation 1 being 
intensified by the international cur¬ 
rency crisis, 

• Other measures—Besides the sur¬ 
charge in tobacco duty, the Chancellor 


announced a wliolfe series of measures 
which hike the price of many products 
to U.K. consumers. Another measure 
was the introduction of an import de¬ 
posit scheme which requires that iim 
porters of certain types of goods into 
the U.K. must deposit 50 per cent of 
the value of the goods before Customs 
will release them. Deposits will be re¬ 
payable to the importer 180 days alter 
the date of payment. 

Tlie scheme will apply to one-third 
of all imports but excludes raw mate¬ 
rials, including unmanufactured to¬ 
bacco. It is understood, however, that 
manufactured tobacco products com¬ 
ing int(> Britain will be affected by this; 
D 2 W ruling, and this could severely dis¬ 
courage imports of foreign brands ol 
cigarettes,, with cigars also probably 
affected to a lesser degree. 

The result of these measures is al¬ 
most certain to be a fairly drastic drop 
in. cigarette smoking in the u.K., for a 
period of time at least. Such a con¬ 
sistently increasing'scale of charges for 
continued on patio 5(i 


Thailand Curbs Lorillard 

Thailand's finance ministry 
has ordered P. Lorillard Co. of 
Asia to close down all cigaret 
making' operations by the end of 
the year. Thai law reserves all 
cigaret making to a government 
monopoly. The firm was told it 
could operate only if it switched 
all production to cigars. 
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DAILY NEWS, FR IDAY,, 
-DECEMBER 13, 19ft# # 60’ , 
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November 28, 1968 

UNITED STATES TOB ACC O JOURNAL 


Reynolds'Cigaretfei,Tobaccos,Displays ' 

Gel Ginltmas Deeer, Spec,.! Ad Support^ ^ 




NEW PACKAGE for King Sano ciga¬ 
rettes is part of complete revision of 
the low-tar brand from United States 
Tobacco Co. The new King Sano also 
boasts a reblended tobacco filler, a 
redesigned filter and reduced tar and 
nicotine yields. 


WRAPPED AND READY for Christmas giving are these holiday cartons of 
Winston, Salem and Camel cigarettes from R. J. Reynolds Tobacco Co. The 
company’s smoking tobaccos, including Prince Albert, Carter Hall and Madeira 
Mixture, are also being shipped in holiday dress. Decorative carton counter 
displays and two-sided Christmas ornaments are available from the company, 
whose tobacco products are getting extra TV and outdoor ad support during 
the holiday sales period. 
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December 1968 


7 


r AMERICAN TOBACCO 
CHRISTMAS PACKINGS 

Shipments of Palll Mall King Size, 
Lucky Strike regular, and Tareyton 
lOU’s are being made in the attractive 
Christmas wrappings illustrated below. 

The richly designed cartons for Pail 
Mall Gold 100’s (cup and box), Pall 
Mall Menthol 100’s (cup and box) , and 
Silva Thins (Filter and Menthol) will 
also be most appropriate for inclusion 
in colbrful Christmas displays. 



REYNOLDS’ GIFT CARTONS 
HELP “WRAP UP” 

EXTRA HOLIDAY SALES 

Wrapped *N Ready Gift cartons of 
Winston, Salem and Camels in full- 
color foil will soon be brightening the 
holiday sales picture in stores from 
coast-to-coastl Also in their glittering 
best for Christmas giving are the full 
line of Reynolds' smoking tobaccos, in¬ 
cluding Prince Albert, Carter Hall and 
Madeira Mitxure. 

These pre-wrapped cantons and 
packages have become holiday gift fav¬ 
orites in stores from ooast-to-coast be¬ 
cause of their sales catching conveni¬ 
ence and traditional appeal. Besides 
helping retailers “wrap up" extra 
cigarette and tobacco business, they 
stimulate additional holiday traffic. 


Dummy Christmas cartons and 
Christmas sleeves for Pall Mall King 
Size, Lucky Strike Regular and Tarey¬ 
ton 100's for counter displays, win¬ 
dow displays or other types of dis¬ 
plays are alfeo: availkble. 

American Tobacco Company alk» of¬ 
fers the following attractive Christ¬ 
mas point-of-sale material: a three 
brand poster, in color, featuring Pall 
Mall! Gold 100's, Tareyton 100’s and 
Lucky Strike Regular; a top card 
for 27 package and four carton dis¬ 
play units; and Pall Mall 100's and 
Tareyton 100’s shelf talkers. 



V' 

/ 


Reflecting the spirit of the season are 
such bright and versatile salfes aids as 
decorative carton counter displays and 
festive two-sided ornaments — all add¬ 
ing a bright new dimension to profit¬ 
able holiday selling. 

The “Happy Holiday” spirit will 
also be reflected in special TV adver¬ 
tising support and over 13*000 travel 
ing billboards on Railway Express 
trucks —all designed to pre-sell your 


customers. 


December 1968 Tobacco Uaf 

George Named Larus Chairman 
As Rothmans Exec Becomes President 

Following the purchase of Larus & Bro. Co. by 
Rothmans of Canada, Ltd., W. Brooks George, who 
joined Larus in 1937 and was its president since 1962, 
was named' board chairman* a new post J. Anthony 
Gauntlby, formerly vice president, sales, for Rothmans, 
was elected president of Larus. 

Other Rothmans companies will join Rothmans of 
Australia, Rothmans of Nfew Zealand and Martin 
Bribkmann of Germany in marketing Edgeworth pipe 
tobacco and other Larus brands. 
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Liggett & Myers' Growing Product Family s 
Is Dressed Up for Christmas Giving 



HOLIDAY GIFT CARTONS for its L«ScM king, Chesterfield regular and king 
and Lark cigarettes and “Season’s Greeting” carton wrap-arounds for use on 
all brands are being distributed by Liggett & Myers Inc. Holiday cannister 
wrap-arounds arc available on the company’s Granger and Velvet pipe tobaccos. 
Subsidiary company product lines being promoted by Liggett St Myers for 
Christmas giving include its J&B Rare Scotch Whiskey, Bombay gin, Cherry 
Marnier and Grand Marnier and Brite watchbands, the latest line to join the 
UM family. 


December 5, 1968 


UNITED STATES TOBACCO JOURNAL 


Source: https://www.industrydocuments.ucsf.edu/docs/ykjkOOOO 


1002403324 







New King Sano Cigarette 
Launched In Three Major Markets 



• ritum for iutroihmtioH in /,«* . \ tujolrs,, Chimt/o, anti mrtrofiofitati W ir York 
markets of (hfitni Stairs To(utrro (\nnifonj('s too 1 Kittt/ Stun* ( Vi/uivf tr arr 
hfiinf tlisntssni t»ir Cli'Ct'to rift hi ) Louis h\ liiuillr , nVc ftrrsiitruti atn) mar.krt.ihtt 
iiirrctur; Thomas Hi. Uolli executive tort ftrrsiticu t, ofa rations,, tttnl Miitou 
Kothriilir.rtft rice ftrrsitlenl otul'tllrrctar <*( suits. 


A new Ki UK Snno: Cigarette, 
possessing 1 he lowest nieot ino 
content of any leading brand id’ 
cigarettes and aim ngHie lowest 
in “tars," is being ini reduced' l>.v 
United Stales Tobacco Company 
at popular prices ini Los Angeles, 
Chicago, and metropolitan New 
York* with national distribution 
to follow shortly, it was an¬ 
nounced by Thomas 1 W. lbitley. 
executive vice president, oper 
ations. 

The new cigarette, witlr an 
enriched, highly satisfying taste, 
improved filter, and; a revolu¬ 
tionary package, is being intro^ 
dueed with a conccmtrated cairn 
pain'll by the Company's, sales 
and marketing forces. The larg¬ 
est cigarette advertising and 
promotion program in the Com¬ 
pany’s history supiHUTtsTho.se ef¬ 
forts in the three ma jor markets. 

Mr. Holley said I tests, con¬ 
ducted by tin* Federal Trade 
Commission, reveal that new 
Kin k Sanos contain 0.2 mg. nico¬ 
tine amt 7.0 mu': “tars" per ciga¬ 
rette. 

Regular-si/e Sano (’;ga relies, 
wiLh tile improved blend, filter, 
ami reduction in nicot iiu* ami tar 
are being introduced with King 
Sanos. 


“For tin* fjrst. time - King Sano 
and Sano ( 1 iga re ties are pit pula r 
I ly priced," said Milton Uothem- 
!'berg, vice president! and director 
of sales. “The lowest nicotine 
and low tar factors, teamed up 
with the new, refreshing taste 
and popular- price, provide us 
),' with realistic, high expectations 
I of gaining a strong market 
share for this product. 

“To this emll we have em¬ 
barked on an all-out, introduc 
lory sales program to appraise 
buyers of tlie important! innovn 
lions in new King Sano Ciga¬ 
rettes." 

A four-minute audio-visual 
presentation, with the theme, 
“Times Have Changed," and il¬ 
lustrating changes in consumer 
demand and the Company's re-, 
.spouse with respect to the low 
nicotine and tar cigarette mar¬ 
ket, i.s being shown- to buyers by 
Company - salesmen, 
i A market research brochure 
and a four-color booklet* con 
dousing the new King Slum sales 
story in a way designed to ap¬ 
peal to buying committees* are 
being given by salesmen to buy* 
ers. 


In addition, P.000 packages -- 
containing a sample pack each 
of regular and mentholated new 
King Sano, with a pamphlet do 
scribing innovations, -- are be¬ 
ing given to chain executives 
and store managers throughout 
the introductory marked areas 
as a presentation follow-up 

“This massive sales program 
is being supported by the largest 
cigarette advertising and promo¬ 
tion effort in Company history," 
said Louis K. Uantlt*, vice presi¬ 
dent and nmrkoting director. "We 
are using prime time TV' com¬ 
mercials in the three markets* as 
well as scheduled insertions in 
Sunday, supplements of key 
newspapers." 

The :U) second commercial - 
developed by Needham, Harper 
*!C: Steers, Inc., of New > i ork City, 


lllu ‘ <-"111 I’.IU v's aihi'i-lisinjr 

agency tor tobacco products* ini 
der the supervisioni of Robert; 1. 
Steinle, director of advertising'* 
lk*l»iUTn products has huen 
SC IumI II lie (I for wido-audumco 
shows Ihroiijfli Ihr ,m\<| of this, 
year; 

In siiKK'cst (In- consumer's, 
confusion as rojrard.s the low m 
cotinc and tar cigarette market, 
the conimcmdal opens with, « 
llhickciiinj- cloud of smoke. The 
ll,u - “•‘Hi’s clfar it up.” accom 




,_ Source: https://www.industrydocuments.ucsf.edu/docs/ykjkOpOO 










• United States Tobacco Company's 
npic King Sana Cigarette is being 
marketed in the Compac-20 jsickage 
(shown above) — a one-piece , crush’- 
resistant, special laminate of polyethyl¬ 
ene, foil, and paper. The pack sports 
an easy-to-open top , and has been de¬ 
signed to prolong the shelf life of the 
new tobacco 6/end. Most of the pack* 
age surface is dominated by a vertical 
linear design of brown, light gray, and 
dark gray for regular King Sano, 
while this field effect in green, light 
green, and green-gray is used for the 
King Sana menthol version : The tri- 
leaf is in gold , rrs: is the “satto” desig¬ 
nation. u KIX(i" is onnted in reverse 
on a rectangle of the dominant pack - 
age color. 


panied by a> pack of new King 
Sanos breaking through smoke, 
is followed by mention of prime 
sales features. The commercial 
fades with the lines: “And 1 we 
haven't sacrificed taste. All that 
we’ve sacrificed is most of the 
tar and nicotine.” 

New King Sano Cigarettes are 
being marketed in a new pack¬ 
age, which is,an industry first. 

Designed the Com])ac-20, this 
once-piece package, made of a 
special laminate of polyethylene, 
foil, and paper, is crush-resis¬ 
tant. It possesses an easy-open 
feature, and is designed to pre¬ 
serve the shelf life of the special 
bltend of tobacco. 

Package graphics — evolved 
by the design firm of Peterson & 
Blyth Associates, Inc. of New 
York City, under the guidance of 
Richard T. Gaddis, director of 
purchasing— provide a striking 
brand identity. 

December 1968 


Dominating most of the pack¬ 
age surface for regular King 
Sano is a vertical, linear design 
of brown, light gray, and dark 
gray, and the same field effect 
in green, light green, and green- 
gray is used on the King Sano 
menthol package. A gold tri-leaf 
emblem has replaced the herald¬ 
ic crest found on the earlier 
package, and appears with 

‘"sano”, also in gold, on a black 
field at the lower right of the 
front package panel. Aligned 
above is a band of the dominant 
color, extending to the package 
top, on which “KING” has been 
printed white the long way of 
the package. 

A 30-carton floor bin and a 
plastic, metal; and cardboard 
counter merchandiser are avail¬ 


able for use at the point-of-sale. A 
12 x 24 poster for door, win¬ 
dow, or wall application; a 5'x 

S l / 2 version for vending machine 
mirrors, and a plastic vending 
machine insert round out the as¬ 
sortment of display materials. 

These sales aids, as well as the 
cigarette carton and shipping 
case, have been color-coordinated 
with the Compac-20 package 

/ 




( 10 ) 

.* i 


Source: https://wwwJndustrydocuments.ucsf.edu/docs/ykjk000(H 


1002403326 ^ 




v\ n n 


$ 

V > 


V 


American Tobacco Seems 
Winner in Gallaher Bid 

Londoni England — American To¬ 
bacco Company’s bid; to acquire con¬ 
trol of Gallaher Ltd., Britain’s second 
largest cigarette and cigar manufactur- 
continued on page 58 

A 

cr, seems to be headed for a successful 
conclusioni (International News, Au¬ 
gust 15^ 1968, Vendi) The major op¬ 
ponent in the drive, Philip Morris, 
Inc., announced thaTif'vCirTTnake no 

. .her offers:to acquire Gallaher. The 

British Board! of Trade has cleared'the 
proposed bid for control and said 
that it had no current plans to refer 
the proposed! acquisition to the Mo¬ 
nopolies Commission, thereby indicate 
ing its opinion that the move is not in 
violation: of the British Monopolies 
and Mergers Act. 

American has proceeded with the 
sale of $50'million in convertible de¬ 
bentures to finance part of its expenses 
in connection with the tender offer 
valued by some at $115 million. The 
debentures reached the market at a 
price of 100 with a yield of 5:75 per 
cent through Morgan & Cie. The 20 
-year securities are guaranteed by 
^ American: Tobacco Company and are 
convertible on the basis of $36 of 
face value for one share of American. 

One stockbroker acting for Ameri¬ 
can in their open market bid for 
Gallaher shares on the London Stock 


Cv 



Exchange was cited by the London 
Stock Exchange Council for practices 
that contravened Britain’s Voluntary 
Merger and Acquisition Code. The 
Council indicated, however, that there 
was no evidence that the brokerage 
company, Cazenove & Co,, did not 
act in good faith. There has been con¬ 
siderable criticism within, the English 
financial community of the open-mar¬ 
ket operations because it favors the 
sophisticated investor and penalizes 
the small security owner, the critics 
claim. 

The July issue of Tobacco, a British 
trade journal, carried a report giving j 
Gallaher’s share of the British ciga- j 
rette market at 23.5 per cent., / ;! 

The Retail Tobacconist 

December 1968 


TOBACCO TRENDS 

CANDY S ALES UP: Sales of confectionery and: competitive 
hocolate products in July 1968, at am estimated $92,283,000, 
were 7.6 per cent above sales for the same month in 1967. 
However, sales in June 1968, at $101,263,000, were 9.5 per cent 
. ow sales of that month im 1967, according to Current Indus¬ 
trial Reports, issued by the Census Bureau of the Commerce 
Department. 


TOBACCO COMPANIES HEAVY ADVERTISING SPENDERS: Six 

major tobacco companies were among the 125 leading national 
advertisers which invested a total of $4.54 billion in advertising 1 
in 1967, according to Advertising Age’s annual compilation of 
ad expenditures. R. J. Reynolds headed the tobacco company 
advertisers (4.2% of sales). The second largest tobacco adver¬ 
tiser was American Tobacco Co. (5.2% ot sales). Other tobacco 
companies on the top 125 list' were Philip Morris Inc. (5.5% of 
sales); Brown & Williamson Tobacco Corp. (6.7% of sales); 
P. Lorillard Co. (7.9% of sales); and Liggett & Myers Tobacco 
Co. (6.9% of sales). The combined investment for the six tobacco 
companies in 1967 was $339,740,000. 
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American Tobacco Seems 
Winner in Gallaher Bid 

t 

London^ England — American To¬ 
bacco Company’s bid to acquire con¬ 
trol of Gallaher Ltd., Britain’s second 
largest cigarette and cigar manufactur- 
continued on page 58 

A 

cr, seems to be headed for a successful 
conclusioni (International News, Au¬ 
gust 15v 1968, Vendi) Thejnajor op¬ 
ponent in the drive, Philip Morris, 
Inc., announced thaCTf"'vCTTuiak e no 
; r offers:to acquire Gallaher. The 
British Boandiof Trade has cleared! the 
proposed bid for control and said 
that it had no current plans to refer 
the proposed acquisition to the Mo. 
nopolies Commission, thereby indicate 
ing its opinion that the move is not in 
violation of the British Monopolies 
and Mergers Act. 

American has proceeded with the 
sale of $50 million in convertible de¬ 
bentures to finance part of its expenses 
in connection with the tender offer 
valued by some at $115 million. The 
debentures reached the market at a 
price of 100 with a yield of 5i75 per 
, cent through Morgan & Cie. The 20 
year securities are guaranteed by 
American Tobacco Company and are 
convertible on the basis of $36 of 
face value for one share of American. 

One stockbroker acting for Ameri- 
can in their open market bid for 
Gallaher shares on the London Stock 
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Exchange was cited by the London 
Stock Exchange Council for practices 
that contravened Britain’s Voluntary 
Merger and Acquisition Code. The 
Council indicated, however, that there 
was no evidence that the brokerage 
company, Cazenove & Co., did not 
act in good faith. There has been con¬ 
siderable criticism within. the English 
financial community of the open-mar¬ 
ket operations because it favors the 
sophisticated investor and penalizes 
the small security owner, the critics 
claim. 

The July issue of Tobacco , a British 
trade journal, carried a report giving | 

Gallaher’s share of the British ciga- j. 
rette market at 23.5 per cent., / :: 

The Retail Tobacconist 

December 1968 


TOBACCO TRENDS 

ANDY SALES UP. Sales of confectionery and competitive 
c ocolate products in July 1968, at an estimated $92,283,000, 
were 7.6 per cent above sales for the same month in 1967. 
However, sales in June 1968, at $101,263,000, were 9.5 per cent 
below sales of that month im 1967, according to Current Indus¬ 
trial Reports, issued by the Census Bureau of the Commerce 
Department. 


TOBACCO COMPANIES HEAVY ADVERTISING SPENDERS: Six 

major tobacco companies were among the 125 leading national 
advertisers which invested a total of $4.54 billion in advertising 
in 1967, according to Advertising Age’s annual compilation of 
ad expenditures. R. J. Reynolds headed the tobacco company 
advertisers (4.2% of sales). The second largest tobacco adver¬ 
tiser was American Tobacco Co. (5.2% of sales). Other tobacco 
companies on the top 125 list were Philip Morris Inc. (5.5% of 
sales); Brown & Williamson Tobacco Corp. (6.7% of sales); 
P. Lorillard Co. (7.9% of sales); and Liggett & Myers Tobacco 
Co. (6.9% of sales). The combined investment for the six tobacco 
companies in 1967 was $339,740,000. 
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Lorillard 
Made Loews 
Subsidiary 

The 208-year-old Lorillard Corp. be¬ 
came a wholly owned subsidiary of 
Loew's Theatres, Inc. last Friday fol¬ 
lowing approval of the merger by 
shareholders of both firms. 

Loew's shareholders also voted ap¬ 
proval of a proposal to split the com¬ 
pany's common stock on a three-for- 
one basis, effective at the close of bus¬ 
iness on Wednesday, November 27. 

The transaction calls for each share 
j of Lorillard common stock to be ex- 
! changed for $62 principal amount of 
j 6 7/8 per cent subordinate debentures 
due 1993 of Loew’s and in addition, 
giving effect to the Loew's stock split, 
one 12-year warrant for one share of 
Loew's common stock at a price of $35 
per share for the first four years, 
$37.50 per share for the next four 
years,, and: $40 per share for the final 
four years. The Loew’s debentures 
may be applied at par in payment of 
the xercise price of the warrants. 

The debentures will be listed on the 
York Stock Exchange and the 
I warrants will be listed on the Ameri¬ 
can Stock Exchange. 

Laurence A. Tisch^ chairman of the 
board of Loew’s, and Preston R. Tisch, 
chairman of the Loew’s executive 
committee, will: join Lorillard's board: 
of directors. 

Loew's board will be enlarged to 


(Continued on Page 20) 


Lorillard 
Made Loew's 
Subsidiary 

(Continued from Page 1) 

include Manuel Yellen, Lorillard’s 
board chairman; J. Edgar Bennett, 
president; William A, Jordan, execu¬ 
tive vice president— sales; and Peter 
G. Levathes, vice president-advertis¬ 
ing. Mr. Yellen will continue as board 
chairman and chief executive officer 
of Lorillard,,and will be vice chairman 
of Loew’s. 

The unique merger is the first in¬ 


stance of a major tobacco company's 
submerging itself within a non-to- 
bacco firm, in. this case one with'sales 
less than a third as large as its own. 
In all previous cases of industry diver¬ 
sification, the tobacco company has 
been, the acquiring firm’. 

In answer to questions as to why 
Loew's was the surviving company 
from the merger with the much bigger 
Lorillard, Mr. Yellen cited the “pres¬ 
ent uncertainties as to the future of 
the tobacco industry/’ indicating that 
Lorillard felt it would, enjoy better 
growth opportunities by shedding its 
tobacco image. It is understood that 
as part of Loew’s, Lorillard: believes 
it will enjoy that firm's favorable 
image as a rapidly growing company 
with a good price-earnings ratio, and 
thus the attendant financial advant¬ 
ages whereas even as a Highly diversi¬ 
fied tobacco firm, its primary image 
would: still be tobacco and, consequent¬ 
ly, of much ltess glamor in the finan¬ 
cial community. 



December 5, 1968 


Liggett & Myers Uses Outdoor Advertising 
To Promote L&M Sports Cushion Offer 



THIS IS ONE of many billboard* promoting Liggett & Myers’ free sports 
cushion premium in six market, of the Ohio Valley and Pennsylvania- L&M 
is reaching an estimated 500,000 consumer, daily with the poster, and plan, 
to expand the campaign to northern markets. The hulletin. offer the stadium 
cushion for 20 pack flap, of L&M Golden 100 ., L&M Menthol 100s. or L&M 
king cigarettes. Introducing an L&M Porta-P.nel at a Wheeling, W. Va., Kroger 
supermarket are (from the left) James Lamb, L&M regional sale, representa¬ 
tive I A. E. Brannon, L&M division sales supervisor; David Spurlock, Kroger 
manager; George Ve.ley, manager, Ohio Valley Advertising Corp.; Gary Dav.s 
and P. J. Pavlis, both L&M sale, representative.. The campaign wa. created 
for L&M by Compton Advertising Inc. with co-ordinating assistance from 


Metropolitan Outdoor Network Inc. 
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Lorillard 
Made Loews 
Subsidiary 

The 208-year-old Lorillard Corp. be¬ 
came a wholly owned subsidiary of 
Loew's Theatres, Inc. last Friday fol¬ 
lowing approval of the merger by 
shareholders of both firms. 

Loew's shareholders also voted ap¬ 
proval of a proposal to split the com¬ 
pany's common stock on a three-for- 
one basis, effective at the close of bus¬ 
iness on Wednesday, November 27. 

The transaction calls for each share 
j of Lorillard common stock to be ex- 
! changed for $62 principal amount of 
j 6 7/8 per cent subordinate debentures 
due 1993 of Loew’s and in addition, 
giving effect to the Loew's stock split, 
one 12-year warrant for one share of 
Loew's common stock at a price of $35 
per share for the first four years, 
$37.50 per share for the next four 
years,, and: $40 per share for the final 
four years. The Loew’s debentures 
may be applied at par in payment of 
the xercise price of the warrants. 

The debentures will be listed on the 
York Stock Exchange and the 
I warrants will be listed on the Ameri¬ 
can Stock Exchange. 

Laurence A. Tisch^ chairman of the 
board of Loew’s, and Preston R. Tisch, 
chairman of the Loew’s executive 
committee, will: join Lorillard's board: 
of directors. 

Loew's board will be enlarged to 
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Lorillard 
Made Loew's 
Subsidiary 

(Continued from Page 1) 

include Manuel Yellen, Lorillard’s 
board chairman; J. Edgar Bennett, 
president; William A, Jordan, execu¬ 
tive vice president— sales; and Peter 
G. Levathes, vice president-advertis¬ 
ing. Mr. Yellen will continue as board 
chairman and chief executive officer 
of Lorillard,,and will be vice chairman 
of Loew’s. 

The unique merger is the first in¬ 


stance of a major tobacco company's 
submerging itself within a non-to- 
bacco firm, in. this case one with'sales 
less than a third as large as its own. 
In all previous cases of industry diver¬ 
sification, the tobacco company has 
been, the acquiring firm’. 

In answer to questions as to why 
Loew's was the surviving company 
from the merger with the much bigger 
Lorillard, Mr. Yellen cited the “pres¬ 
ent uncertainties as to the future of 
the tobacco industry/’ indicating that 
Lorillard felt it would, enjoy better 
growth opportunities by shedding its 
tobacco image. It is understood that 
as part of Loew’s, Lorillard: believes 
it will enjoy that firm's favorable 
image as a rapidly growing company 
with a good price-earnings ratio, and 
thus the attendant financial advant¬ 
ages whereas even as a Highly diversi¬ 
fied tobacco firm, its primary image 
would: still be tobacco and, consequent¬ 
ly, of much ltess glamor in the finan¬ 
cial community. 



December 5, 1968 


Liggett & Myers Uses Outdoor Advertising 
To Promote L&M Sports Cushion Offer 



THIS IS ONE of many billboard* promoting Liggett & Myers’ free sports 
cushion premium in six market, of the Ohio Valley and Pennsylvania- L&M 
is reaching an estimated 500,000 consumer, daily with the poster, and plan, 
to expand the campaign to northern markets. The hulletin. offer the stadium 
cushion for 20 pack flap, of L&M Golden 100 ., L&M Menthol 100s. or L&M 
king cigarettes. Introducing an L&M Porta-P.nel at a Wheeling, W. Va., Kroger 
supermarket are (from the left) James Lamb, L&M regional sale, representa¬ 
tive I A. E. Brannon, L&M division sales supervisor; David Spurlock, Kroger 
manager; George Ve.ley, manager, Ohio Valley Advertising Corp.; Gary Dav.s 
and P. J. Pavlis, both L&M sale, representative.. The campaign wa. created 
for L&M by Compton Advertising Inc. with co-ordinating assistance from 


Metropolitan Outdoor Network Inc. 
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Liggett & Myers stockholders’ meeting told 
cigarette industry isn’t in jeopardy 


Durham, n\ e. -Cigarettes sales of 
Liggett & Myers, Inc*., are reported de¬ 
clining slightly, but a corporation state¬ 
ment reported that the industry is not 
jeopardized, l&m has a cigarette fac¬ 
tory, its operations center, research 
center, leaf storage warehouses, blend¬ 
ing and printing plants in Durham. 

A proxy statement released to share¬ 
holders in advance of a special meeting 
in Durham Dec. 3 said: 

“The decline in net earnings; for the 
year ended Dec. 31, 1965, resulted 
from the decline in Liggetts sales of 
cigarettes. After 1965, the effect of the 
continuing decline in cigarette sales; on 
net earnings of Liggett has been offset! 
by increased earnings of non-tobacco 
subsidiaries/* 

It was; further pointed out in the 
statement that, “based upon unit pro¬ 
duction of cigarettes im the United 
States between; 1963 and 1967, Lig- 
getffs, share of ! cigarette production de¬ 
clined from approximately 11 1 per cent 
to approximately eight per cent. Ex¬ 
tensive advertising is conducted by Lig¬ 
gett with respect to several cigarette 
brands. Aggregate advertising expend¬ 
itures may vary from year to year with 
a consequent effect on; net earnings.” 

• Data presented — No ti&M brands 
ranked in the top 10, according to John 
G. Maxwell Jr.’s annua! study of cig¬ 
arette consumption for Marketing Com¬ 
munications, a trade publication. But 
he pointed out that his survey indicated 
a 1.3 per cent increase in tobacco con¬ 
sumption compared to last year. Hb 
attributed the increase largely to women 
smokers. 

Although consumption has edged 1 
ahead this year, inventories have slack¬ 
ened! probably due to introduction of 
new brands,, Mr. Maxwell said! Gov¬ 
ernment figures substantiate his conten¬ 
tion that production 1 has experienced a 
slight decrease. 

Cigarette sales were “hurt”, the l&m 
spokesman stated, but he added that 
the decrease was “not a lot.” He noted 
that many opinions are that action by 
the Federal Communications Commis¬ 
sion “is the primary factor.” The com* 
mission has ruled that the Fairness 
Doctrine is applicable to cigarette ad¬ 
vertising, which means that all licensed 
television and radio stations must afford; 
a significant amount of time for pre¬ 
sentation of anti-tobacco views. 

Legality of the ruling and its juristic- 
tion over product advertising is now 
being tested in court by interested 
parties, including the Tobacco Institute, 
of which Liggett is a member. 


• Diversification — Tobacco products 
manufacturing is about 76 per cent, of 
the l&m corporation activities. In 1964, 
to diversify the operation, Liggett ac¬ 
quired pet food, alcoholic beverage, 
cereal and watchband! businesses. 

A financial statement by l&m last 
week said the company’s third quarter 
earnings rose to US$7 million, or 89 
per cent per share, from US$6.2 mil¬ 
lion, or 77 cents a share, for the same 
period in 1967. The report said that 
gains were primarily due to an increase 
in liquor sales and! inclusion of results 
of National Oats Company, acquired 
in; September 1967. 

The spokesman said “the industry 
will not have the big sales in the future 
it has had in the past.” 

lam is the fifth largest of the six 
major tobacco manufacturing com¬ 
panies.— had. 

-TOBACCO—45 
^ovfinHcr 29, 196K 


Source: https://www.industrydocuments.ucsf.edu/docs/ykjkOOOO v 


U3) 




1002403329 




•> 


**> 



( 14 ) 


/ oo% A 


| THE WALL STREET JOURNAL, 

Thursday, December 12, 196S 


17 


Cigaret Firm to Study 
A ‘Protein Filter 
U.S. Banknote Made 


j Imperial Tobacco of Canada 
To Explore Item Developed 
, By Stock-Certificate Outfit ! 


By a Wall Street Journal Staff Reporter 
NEW YORK—U.S. Banknote Corp. an 
nounced an agreement with: Imperial Tobacco 
Co. of Canada to explore a new “protein” ciga- 
ret filter developed by U.S. Banknote. 

U.S, Banknote is a printing company spe¬ 
cializing in making stock certificates. Imperial 
is Canada’s largest tobacco company. 

The announcement,,made in a letter to U.S. 
Banknote shareholders, said, “Your company 
jhas entered into an agreement with (Imperial 
Tobacco): to explore the possibilities of develop¬ 
ing a program for consumer adaptation, pro¬ 
duction; and marketing of a new protein ciga- 
ret filter developed by U.S. Banknote. Of 
course, it is too early to indicate just when pro- 


! duction might begin or what the market poten- 
|tial for this item may be.” 


Asked if Imperial is only evaluating the fil- 
| ter or has definitely decided to market it even» 
tually.i Mrs. R. E. Menzies, secretary of U.S. 
Banknote, said she couldn’t comment. She de¬ 
clined to say what value, if any,, the new filter 
has. 

Officials of Imperial Tobacco in ‘Montreal 
and Kenneth W. Smith* president of U.S. Bank¬ 
note, couldn’t be reached for comments. 

Several! new filter materials are patented 
leach month by major tobacco companies or by 
individuals. Two recent ones are made of 
“foamed; whipped fat” and of substantially 
sulphur-free paper. 

In Canada; Imperial Tobacco uses the con¬ 
troversial' Strickmarv filter on: its Richmonds 
brand. The filter, made of polyurethane, was 
originally claimed to cut “tar” content in ciga- 
ret smoke by two-thirds but not affect taste. 
The filter is also used on Ransoms, made by 
Rothmans of Pall Mall Canada Ltd* 
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B&W Agrees 


To Acquire 
Vita Foods 


Brown & Williamson Tobacco Corpi 
of Louisville, Ky., has agreed to ac¬ 
quire Vita Food: Products Inc., an 
importer and packager of specialty 
foods, for $14,000,000' in cash. 

The proposed acquisition is subject 
to the approval of Vita directors and 
stockholders, who are expected to meet 
later this month to vote on the merger. 

If completed, the acquisition would 
be Brown & Williamson’s first move 
outside the tobacco field. Other to 
bacco companies, including British 
American' Tobacco Go. of England, 
which owns Brown & Williamson; are 
already engaged in major diversifica¬ 
tion programs. 

Besides its tobacco interests, British- 
American owns packaging, cosmetic 
and ice cream companies. About 14 
per cent of its annual earnings are 
believed accounted for by non-tobacco 
sales. 

Vita’s packaged food products in* 
elude pickles, shrimp cocktail and 
olives. 
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Cigaret Firm to Study 
A ‘Protein Filter 
U.S. Banknote Made 


j Imperial Tobacco of Canada 
To Explore Item Developed 
, By Stock-Certificate Outfit ! 


By a Wall Street Journal Staff Reporter 
NEW YORK—U.S. Banknote Corp. an 
nounced an agreement with: Imperial Tobacco 
Co. of Canada to explore a new “protein” ciga- 
ret filter developed by U.S. Banknote. 

U.S, Banknote is a printing company spe¬ 
cializing in making stock certificates. Imperial 
is Canada’s largest tobacco company. 

The announcement,,made in a letter to U.S. 
Banknote shareholders, said, “Your company 
jhas entered into an agreement with (Imperial 
Tobacco): to explore the possibilities of develop¬ 
ing a program for consumer adaptation, pro¬ 
duction; and marketing of a new protein ciga- 
ret filter developed by U.S. Banknote. Of 
course, it is too early to indicate just when pro- 


! duction might begin or what the market poten- 
|tial for this item may be.” 


Asked if Imperial is only evaluating the fil- 
| ter or has definitely decided to market it even» 
tually.i Mrs. R. E. Menzies, secretary of U.S. 
Banknote, said she couldn’t comment. She de¬ 
clined to say what value, if any,, the new filter 
has. 

Officials of Imperial Tobacco in ‘Montreal 
and Kenneth W. Smith* president of U.S. Bank¬ 
note, couldn’t be reached for comments. 

Several! new filter materials are patented 
leach month by major tobacco companies or by 
individuals. Two recent ones are made of 
“foamed; whipped fat” and of substantially 
sulphur-free paper. 

In Canada; Imperial Tobacco uses the con¬ 
troversial' Strickmarv filter on: its Richmonds 
brand. The filter, made of polyurethane, was 
originally claimed to cut “tar” content in ciga- 
ret smoke by two-thirds but not affect taste. 
The filter is also used on Ransoms, made by 
Rothmans of Pall Mall Canada Ltd* 
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B&W Agrees 


To Acquire 
Vita Foods 


Brown & Williamson Tobacco Corpi 
of Louisville, Ky., has agreed to ac¬ 
quire Vita Food: Products Inc., an 
importer and packager of specialty 
foods, for $14,000,000' in cash. 

The proposed acquisition is subject 
to the approval of Vita directors and 
stockholders, who are expected to meet 
later this month to vote on the merger. 

If completed, the acquisition would 
be Brown & Williamson’s first move 
outside the tobacco field. Other to 
bacco companies, including British 
American' Tobacco Go. of England, 
which owns Brown & Williamson; are 
already engaged in major diversifica¬ 
tion programs. 

Besides its tobacco interests, British- 
American owns packaging, cosmetic 
and ice cream companies. About 14 
per cent of its annual earnings are 
believed accounted for by non-tobacco 
sales. 

Vita’s packaged food products in* 
elude pickles, shrimp cocktail and 
olives. 
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The Hew Filter 
-A Report 

OTTAWA (AP) — Two Cana- 
dian brands of cigurcts with the 
new Strickman filter had the 
lowest nicotine content on a 
table of tax and nicotine levels 
released by Health Minister 
John Munro. 
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Imperial changes name 

LONDON, ENGLAND,-The Imperial To¬ 
bacco Company (of Great Britam. and 
Ireland) has announced that as ot 
lanuary 27, 1969, the name of the com¬ 
pany will be changed to the Impenal 

Tobacco Groups— smi. j 

•TOBACCO- 

December 6, 1968 
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Free Gets New American Tobacco Item; 
Eisaman Shop Gets 13th Chevy Dealer Unit 

New York, Dec. 3—American 
Tobacco Co. has named F. William 
Free & Co. for a special assign¬ 
ment on a new tobacco product. A 
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Reynolds Promotes Three to Associate 
Product Mgrs. on Doral, Winston, Salem 



WINSTON-SALEM, N. C. — R. J. 
Reynolds Tobacco Co. has promoted 
Thomas E. Sandefur,. Jerry M. Arl¬ 
edge and Jack 0. Watson to associate 
product managers in the company’s 
marketing department!. 

Mr, Sandefur was named associate 
product manager for Reynolds, new 
Doral cigarette brand, Mr. Arledge for 



Thomas E. Sandefur 


100mm. Winston brands and Mr. Wat¬ 
son for Salem brands. 

Mr. Sandefur joined Reynolds in 
1964 as a salesman in Atlanta, Ga; He 
was promoted to assistant division 
manager of the Macon, Ga., division 
in 1965 and moved to the home office 
sales staff here in Winston-S’alem in 
1966. He transferred to RJR's market^ 
ing department in 1967 and was as¬ 
sistant product manager for Winston 
cigarette brands prior to his promo¬ 
tion. 

A native of Perry, Ga., Mr. Sandefur 
is a graduate of the University of 
Georgia. 

Mr. Arledge came to Reynolds ear¬ 
lier this year as an assistant product 


Hege, Middleton & Neal advertising 
agency in Greensboro, where he was 
marketing vice president. 

He is a native of Long Island, N. Y., 
and is a graduate of the University of 
North Carolina. 

Mr. Watson also joined Reynolds 
earlier this year. Prior to his promo+ 
tion, he was assistant product manager 
for Salem, brands. 

He came to Reynolds from Cincin¬ 
nati, Ohio, where he had been an as* 



Jack O. Watson 


sistant brand manager for Procter & 
Gamble. 

Mr. Watson is a native of Greensr 
boro and a graduate of North Carolina 
State University. 



Jerry M. Arledge 


manager for Camel brands in the com* 
pany’s marketing department. 

He was previously emplbyedi by 


Source: https://www.industrydocuments.ucsf.edu/docs/ykjkOOOU :-k 
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December 12, 1968 

J. Anderson Named 
Market Analyst 
At U. S. Tobacco 

The promotion of Julius Anderson 
to the newly created position of mar¬ 
ket analyst in the marketing depart- 
ment of United States Tobacco Co. has 
been announced by Louis F. Bantle, 
vice president and marketing director. 

Mr. Anderson has been a junior ac¬ 
countant in 1 the company's New York 




Julius Anderson 


office. In his new post, he will report 
tc Thomas Bi 0'Grady, director of 
market research. 

“Mr. Anderson will be'in charge of 
analysis of sales statistics furnished 
by the company’s data processing de¬ 
partment, as well as those provided by 
outside research firms which the com¬ 
pany utilizes/’ Mr. O'Grady said. : “He 
will also be involved in field studies 
and special projects, which yield sta¬ 
tistics on our products for planning 
and reference purposes.” 

Mr Anderson joined U. S* Tobacco 
in 1967 as a junior accountant »n the 
accounting department of the New 
York office. 

He currently attends the Bernard 1 
Baruch School' of Business and Public* 
Administration at the City College of 
New York, where he is majoring in 
^accounting. 
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Liggett & Myers J 
Fills Sales Posts 
In New Miami Dept. 


MIAMI, FLA. — Liggett & Myers 
Inc. has appointed Marvin' W. Siebert 
manager of its newly established 
Miami sales department and Robert T. 
Taylor assistant department manager. 

Mr. Siebert has been assistant de¬ 
partment manager in St. Louis since 
1965i He joined the company in 1954 as 
a sales representative in St Louis. He 
was named division manager in Okla¬ 
homa City, Okla., in 1958. 

Bom and raised in Richmond 
Heights, Mo., Mr. Siebert served in the 
U. S. Army from 1951 to 1952. He is 
married to the former Mary Rost, and 
has three children, Cynthia Lee, Chris¬ 
topher Marvin and Jana Mary. 

Mr. Taylor was division manager in 
Miami from 1964. He joined the com¬ 
pany in 1956 as a sales representative 
in Atlanta. In 1958, he was named 
division manager in Gainsville, Ga., 
and was transferred to Savannah in 
1959. 

Born and raised in Quitman/ Ga., 
Mr. T&ylor studied business at Geor¬ 
gia State College in Atlanta/ Daldosta 
State* College in Georgia, and Florida 
State University. He served in the U* 
S. Army from 1953 to 1955. Married 
to the former Sherry Smith of Moul¬ 
trie, Ga., he has two children, Robin 
and Robert. The Taylors live in Holly¬ 
wood, Fla. 
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American Tobacco Names 
F. William Free Agency 

American Tobacco Co. has announced 
the addition of F. William Free & Co. 
to its roster of advertising agencies. 
The agency will be on a special 1 assign¬ 
ment to be announced at a later date. 

F. William Free brings to seven'the 
number of advertising agencies han¬ 
dling tobaccc products manufactured 
by American Tobacco. ^ 

D ecember 12. 
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vice president and marketing director. 
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tc Thomas Bi 0'Grady, director of 
market research. 
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by the company’s data processing de¬ 
partment, as well as those provided by 
outside research firms which the com¬ 
pany utilizes/’ Mr. O'Grady said. : “He 
will also be involved in field studies 
and special projects, which yield sta¬ 
tistics on our products for planning 
and reference purposes.” 
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accounting department of the New 
York office. 
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Liggett & Myers J 
Fills Sales Posts 
In New Miami Dept. 


MIAMI, FLA. — Liggett & Myers 
Inc. has appointed Marvin' W. Siebert 
manager of its newly established 
Miami sales department and Robert T. 
Taylor assistant department manager. 

Mr. Siebert has been assistant de¬ 
partment manager in St. Louis since 
1965i He joined the company in 1954 as 
a sales representative in St Louis. He 
was named division manager in Okla¬ 
homa City, Okla., in 1958. 

Bom and raised in Richmond 
Heights, Mo., Mr. Siebert served in the 
U. S. Army from 1951 to 1952. He is 
married to the former Mary Rost, and 
has three children, Cynthia Lee, Chris¬ 
topher Marvin and Jana Mary. 

Mr. Taylor was division manager in 
Miami from 1964. He joined the com¬ 
pany in 1956 as a sales representative 
in Atlanta. In 1958, he was named 
division manager in Gainsville, Ga., 
and was transferred to Savannah in 
1959. 

Born and raised in Quitman/ Ga., 
Mr. T&ylor studied business at Geor¬ 
gia State College in Atlanta/ Daldosta 
State* College in Georgia, and Florida 
State University. He served in the U* 
S. Army from 1953 to 1955. Married 
to the former Sherry Smith of Moul¬ 
trie, Ga., he has two children, Robin 
and Robert. The Taylors live in Holly¬ 
wood, Fla. 
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American Tobacco Names 
F. William Free Agency 

American Tobacco Co. has announced 
the addition of F. William Free & Co. 
to its roster of advertising agencies. 
The agency will be on a special 1 assign¬ 
ment to be announced at a later date. 

F. William Free brings to seven'the 
number of advertising agencies han¬ 
dling tobaccc products manufactured 
by American Tobacco. ^ 
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to the newly created position of mar¬ 
ket analyst in the marketing depart- 
ment of United States Tobacco Co. has 
been announced by Louis F. Bantle, 
vice president and marketing director. 

Mr. Anderson has been a junior ac¬ 
countant in 1 the company's New York 
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office. In his new post, he will report 
tc Thomas Bi 0'Grady, director of 
market research. 

“Mr. Anderson will be'in charge of 
analysis of sales statistics furnished 
by the company’s data processing de¬ 
partment, as well as those provided by 
outside research firms which the com¬ 
pany utilizes/’ Mr. O'Grady said. : “He 
will also be involved in field studies 
and special projects, which yield sta¬ 
tistics on our products for planning 
and reference purposes.” 

Mr Anderson joined U. S* Tobacco 
in 1967 as a junior accountant »n the 
accounting department of the New 
York office. 
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Administration at the City College of 
New York, where he is majoring in 
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Liggett & Myers J 
Fills Sales Posts 
In New Miami Dept. 


MIAMI, FLA. — Liggett & Myers 
Inc. has appointed Marvin' W. Siebert 
manager of its newly established 
Miami sales department and Robert T. 
Taylor assistant department manager. 

Mr. Siebert has been assistant de¬ 
partment manager in St. Louis since 
1965i He joined the company in 1954 as 
a sales representative in St Louis. He 
was named division manager in Okla¬ 
homa City, Okla., in 1958. 

Bom and raised in Richmond 
Heights, Mo., Mr. Siebert served in the 
U. S. Army from 1951 to 1952. He is 
married to the former Mary Rost, and 
has three children, Cynthia Lee, Chris¬ 
topher Marvin and Jana Mary. 

Mr. Taylor was division manager in 
Miami from 1964. He joined the com¬ 
pany in 1956 as a sales representative 
in Atlanta. In 1958, he was named 
division manager in Gainsville, Ga., 
and was transferred to Savannah in 
1959. 

Born and raised in Quitman/ Ga., 
Mr. T&ylor studied business at Geor¬ 
gia State College in Atlanta/ Daldosta 
State* College in Georgia, and Florida 
State University. He served in the U* 
S. Army from 1953 to 1955. Married 
to the former Sherry Smith of Moul¬ 
trie, Ga., he has two children, Robin 
and Robert. The Taylors live in Holly¬ 
wood, Fla. 
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American Tobacco Names 
F. William Free Agency 

American Tobacco Co. has announced 
the addition of F. William Free & Co. 
to its roster of advertising agencies. 
The agency will be on a special 1 assign¬ 
ment to be announced at a later date. 

F. William Free brings to seven'the 
number of advertising agencies han¬ 
dling tobaccc products manufactured 
by American Tobacco. ^ 
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L&M Names Three 
Division Managers V 

Liggett & Myers Inc. has appointed 
as division managers Raymond L. 
Hughes in Jackson, Miss.; Joseph R. 
Selich in Dover, Del., and Robert B. 
Stiegele in Paterson, N. J. The an¬ 
nouncement was made by J. Arthur 
O’Connor, L&M’s director of sales, 

Mr. Hughes joined Liggett & Myers 
in 1956 as a sales representative in 
Natchez, Miss. Born and raised in 
Meridian, Miss., he attended Meridian 
Junior College. He served imthe U. S. 
Merchant Marine from 1945 to 1947. 
He is married to the former Rachel 
Bates, has three children, Raymond, 
Rachel and David, and lives in Meri 
dian. 

Mr. Selich joined Liggett & Myers 
in 1957 as a sales representative in 
Johnstown, Penn. He wa 3 named vol¬ 
ume account manager in 1966* Born 
/and raised in Johnstown, Mr. Selich 
/attended St. Francis College in Lat- 
robe, Pa., where he studied business 
administration. He served in the U. S. 
Army from 1957 to 1959. He is mar¬ 
ried to the former Mary Torina and 
has two children, Kathryn and Amy. 

Mr. Stiegele joined Liggett & Myers 
in 1964 as a sales representative in 
Jamaica, N. Y. Bom and raised in 
Floral Park, N. Y., he attended FOrd- 
ham University, where he studied 
English. He ia married to the former 
Rosemarie Tricarico, and has a son, 
Robert. 
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Reynolds Appoints 





WINSTON-SALEM, Nl C. — R. J- 
Reynolds Tobacco Co. has appointed 
J. J. Murphy assistant zone sales man¬ 
ager for the north central zone, a new- _ , 
ly created post in the company’s sales 

department. . . 

Mr. Murphy, formerly a regional 
sales manager, joined Reynolds in 1861 
as a salesman in Maplewood, N. J. He 
was promoted to assistant division 
manager in 1962 and division manager 
in 1964. Later the same year he joined 
the company's advertising department 
in Winston-Salem and in 1965 trans¬ 
ferred to the home office sales staff. 

In 1967 he was named assistant region¬ 
al' sales manager of the metropolitan 
New York region and was promoted 
to regional sales manager later the 
same year. 

A native of New York, Mr. Murphy 
holds a bachelor’s degree from Holy 
Cross College and a master’s degree 
ir. business administration from Cornell 
University. 
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L&M Names Three 
Division Managers V 

Liggett & Myers Inc. has appointed 
as division managers Raymond L. 
Hughes in Jackson, Miss.; Joseph R. 
Selich in Dover, Del., and Robert B. 
Stiegele in Paterson, N. J. The an¬ 
nouncement was made by J. Arthur 
O'Connor, L&M's director of sales* 

Mr. Hughes joined Liggett & Myers 
in 1956 as a sales representative in 
Natchez, Miss. Born and raised in 
Meridian, Miss., he attended Meridian 
Junior College. He served in the U. S. 
Merchant Marine from 1945 to 1947. 
He is married to the former Rachel 
Bates, has three children, Raymond, 
Rachel and David, and lives in Meri 
dian. 

Mr. Selich joined Liggett & Myers 
ini 1957 as a sales representative in 
Johnstown, Penn. He was named vol¬ 
ume account manager in 1966* Born 
/and raised: in Johnstown, Mr. Selich 
attended St. Francis College in Lat- 
robe, Pa., where he studied business 
administration. He served in the U. S. 
Army from. 1957 to 1959. He is mar¬ 
ried to the former Mary Torina and 
has two children, Kathryn and Amy. 

Mr. Stiegele joined Liggett & Myers 
in 1964 as a sales representative in 
Jamaica, N. Y. Born and raised in 
Floral Park, N. Y., he attended FOrd- 
ham University, where he studied 
English. He is married to the former 
Rosemarie Tricarico, and has a son, 
Robert. 


| Reynolds Appoints Y 
5 Murphy to New Post 

^ WINSTON-SALEM, Nl C. — R- J- 
2, Reynolds Tobacco Co. has appointed 
S J. J. Murphy assistant zone sales man- 
h-3 ager for the north central zone, a new- _ , 
H ly created post in the company’s sales 

^ department. . 

>-3 Mr. Murphy, formerly a regional 
O salts manager, joined Reynolds in 19»*I 
td as a salesman in Maplewood, N. J. Hz 
►> wa s promoted to assistant division 
Q manager in 1962 and division manager 
2 in 1964. Later the same year he joined 
W the company’s advertising department 
2 in Winston-Salem and in 1965 trans- 
~h ferred to the home office sales staff. 
hh In 1967 he was named assistant region¬ 
s' all sales manager of the metropolitan 
S New York region and was promoted 
to regional sales manager later the 

same year. . 

A native of New York, Mr. Murphy 
holds a bachelor’s degree from Holy 
Cross College and a master’s degree 
ir. business administration from Cornell. 
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Final Okay Given 
L&M's Takeover 
Of Austin, Nichols 

DURHAM, N. C.—The planned! ac- 
tjuisition of Austin, Nichols & Co., 
the liquor concern, by Liggett & My¬ 
ers Inc. was approved: by the tobacco 
company’s shareholders at a special 
meeting here last week, Milton E. 
Harrington, L&M’s president, an¬ 
nounced. 

Austim Nichols shareholders ap¬ 
proved the takeover at a meeting held 
November 2(5. 

The transaction' provides for the is¬ 
suance of one share of new Liggett & 
Myers $5.25 cumulative convertible 
preference stock for each two and 
one-half shares of Austin^ Nichols 
common stock. ; Each share of the new 
preference stock will be convertible 
into approximately 2.3 shares of Lig¬ 
gett & Myers common stock. 

There were 745,44G shares of Aus¬ 
tin, Nichols common stock outstand¬ 
ing on July 31, the end of the com¬ 
pany’s fiscal year. I 

Located in Maspeth, L. I., Austin,; 
Nichols is a leading importer, bottler;, 
rectifier and distributor of alcoholic: 
beverages. Its, brands include Wild 
Turkey bourbon whiskey., Grant’s. 8- 
year-old Scotch whisky,, Campari, an 
Italian aperitif, Metaxai a Greek 
brandy, and many, others. 

When' the merger becomes effective, 
Austin, Nichols will be the fifth major 
acquisition in Liggett & Myers’ long¬ 
term diversification, program which be¬ 
gan in 1964 with the purchase of Al¬ 
len Products Coj, maker of Alpo: can- 
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Rothmans Pall Mall Sen 
Long Financing to Cover 
U.S., Canada Purchases 

The proceeds u y n JaJ1 ^ry. 

*28,ooo;ooo (Canadian) n.ihV^ t6 cover the 
interest in Canadian Rt - 336 ^ St June an 
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interest in La'rus i l of a 50 - 

weren’t provided. B 0thers Co. Details 
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Final Okay Given 
L&M's Takeover 
Of Austin, Nichols 

DURHAM, N. C.—The planned! ac¬ 
quisition of Austin, Nichols & Co., 
the liquor concern, by Liggett & My¬ 
ers Inc. was approved by the tobacco 
company’s shareholders at a special 
meeting here last week, Milton E. 
Harrington, L&M’s president, an¬ 
nounced. 

Austin Nichols shareholders ap¬ 
proved the takeover at a meeting held 
November 26. 

The transaction: provides for the is¬ 
suance of one share of new Liggett & 
Myers $5.25 cumulative convertible 
preference stock for each two> and 
one-half shares: of Austin; Nichols 
common stock., Each share of the new 
preference stock will be convertible 
into approximately 2.3 shares of Lig¬ 
gett & Myers: common stock. 

There were 745,440 shares of Aus¬ 
tin, Nichols, common stock outstand¬ 
ing on July 31, the end of the com¬ 
pany’s fiscal year. I 

Located in Maspeth, L. I., Austin, 
Nichols is a leading importer, bottler; 
rectifier and distributor of alcoholic 
beverages. Its, brands include Wild 
Turkey bourbon whiskey, Grant’s, 8- 
year-old Scotch whisky,, Campari, an 
Italian aperitif, Metaxai a Greek 
brandy, and many, others. 

Whem the merger becomes effective, 
Austin, Nichols will be the fifth major 
acquisition in Liggett & Myers' long¬ 
term diversification, program which: be¬ 
gan in 1964 with the purchase of Al- m 
len Products Cuj, maker of Alpo can- 
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Rothmans Pall Mali Sets 
Pong Financing to Cover 
U ' S -> Canada Purchases 
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SALES AND EARNINGS REPORTS 


Slices 


Record 1 sales and earnings were reported lly United 
Tobacco Co. for the first nine months of fiscal 1968. Consoli¬ 
dated sales increased to $46.9: million* a gain of $1.7 million over 
the first three quarters of 1967. As for consolidated earnings, 
$4:4 million has been tallied for the first nine months of this 
year against the $4.1 nit 11 ion recorded for the similar period of 
1%7. ; 


‘4 


the wall street journal, 

Friday, December 6, 1968 


Reynolds Tobacco Says 
Faith in Industry Shown 
By $7 Million Expansion 


By a Wall Street Journal Staff Reporter 

NEW YORK-R. J. Reynolds Tobacco Co. 
announced a $7 million plant expansion that it 
said symbolizes its determination “to remain 
the nation’s largest manufacturer, of cigar ets” 
and demonstrates the company’s “faith in the 
continued success of everyone in the tobacco 
industry,/’ 

The new facility will be a 128.000-square-foot 
addition to Reynolds’ Whitaker Park cigaret 
factory in Winston-Salem, N.C., bringing total 
floor space there to nearly 750,000' square feet, 
according to A. H. Galloway, president and 
chief executive officer. 

The Whitaker Park plant:, built in 1961 and 
described by Reynolds as the largest cigaret 
factory in the world, makes about 70% of the 
Winston and Camel brand cigarets produced. 
Some 12%. of the firm's sales come from nonto¬ 
bacco products, such as food. 

The addition will be used for tobacco blend¬ 
ing, processing, shipping and material storage, 
Reynolds said. Construction will begin, this 
month and is scheduled to be completed by the 
spring of 1970. 

In October, Reynolds dedicated a previously 
reported $9 million product development: cen¬ 
ter. 

Reynolds’ statement expressing faith in the 


Lorillard Corp. has reported third-quarter earnings of ulmut 
$8 million: or $1.24 per common share, compared with $8.3 
million or $1.25 for the same period last year. Consolidated net 
sales for the quarter were $153.8 million! compared with $147.1 
million in the same quarter of 1967, - J ( 

Net income for the first nine months totaled $22.1 million, 
equal I to $3 j 39 per common share, against $22.7 million^ or I3.4L 
for the same period last year. Consolidated neti sale rose to $-140.2 
million as against $424.6 million for the first nine months of 
1967. 


R. J. Reynolds Tobacco Co. recently announced record 
salts and pre-tax earnings for the third quarter and first nine 
months of 1968. However, net earnings decreased from 1967 be¬ 
cause of the 10% surcharge on Federal income taxes effective 
during 1968. Earnings before taxes on income for the three 
months ended September 30 were $89.11 million compared with 
$88.2 million, in 1967., Nine-month pretax earnings were $243.4 
million or 8.2% above the prior year’s amount of $224:9 million. 
Consolidated net earnings for the third quarter were $4122 mil¬ 
lion, or $1.02 per common share, a decrease from the $43.1 mil¬ 
lion, or $1.05 per common share, for 1967. For the first nine 
months, net sales were $1,472 million, or 3.3% higher than the 
$1,424 million recorded for the same period of 1967. 


Net income of Liggett & Myer*, Inc* rose in the September 
quarter to $7 million, or 89 cents a share, from $6.2 million, 
or 77 cents a share, in the same period lk*L year. Net sales 
climbed to $145,9 million from $1385 million. L&M said third 
quarter sales and earnings reflected a sales rise in alcoholic 
beverages and reflected the inclusion of sales and) earnings of 
the National Oats Co., which acquired: Sept 30; 1967. 

For the nine months period, net income rose to $17.7 million 
from $16.9 million in the corresponding 1967 period. Net sales 
declined to $413.7 million from $425 million last year fur the 
same period. 


tobacco industry appeared to be a response to i , . „ . ir .. , . . f , 

privately aired: criticism, of it by other tobacco I t ,n,c " talc rwwnll f . P ! * 

.companies and industry leaders for allegedly! mil]ion for lls fiscal y car Jul >' 7 as compared w,th earn 

downgrading the industry. The company was | i n 8® $L5 million fur iu previous fiscal year. The company 
the first to publicly concede that antismoking operates vending units and many other, food service facilities, 
efforts and higher cigaret taxes had hurt: ciga* ii/ 
ret consumption. As a result of these, Reynolds 1 


had said, it will: seek future growth outside of 
tobacco products. 

More recently,, Manuel Yellen, chairman of 
Lorillard Corp., attributed 1 the concern’s deci¬ 
sion to merge into Loew’s Theatres Inc. to “the 
present uncertainties with respect to the future 


growth of the tobacco industry.” 


/y 


Consolidated net income of The Gillette Co. for. the nine 
months ended September 30 was $47.8 million a* compared lu 
$45.7 million for the same period in 1967. Net sales wore $$117:8 
million as against $327i5 million. Net income for the three mouths 
ended September 30 was $16.7 million for this Near and $16.1 
million for 1967^ 


American Tobacco Co.’s net income for the first three 
quarters was $66.1 million, or $2.42 per common share; as com¬ 
pared with $65.8 million, or $2.32 per commoni share in 1967. 
Dollar sales for the first nine months were $1,222.6 million as 
compared with $1,118.3 million fur the 1967 periodi Results for 
1968 reflect American Tobacco's 78% interest in Duffy-Moti (’*». 
and 67% interest in Callahcr I.td, 
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Record 1 sales and earnings were reported lly United 
Tobacco Co. for the first nine months of fiscal 1968. Consoli¬ 
dated sales increased to $46.9: million* a gain of $1.7 million over 
the first three quarters of 1967. As for consolidated earnings, 
$4:4 million has been tallied for the first nine months of this 
year against the $4.1 nit 11 ion recorded for the similar period of 
1%7. ; 
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the wall street journal, 

Friday, December 6, 1968 


Reynolds Tobacco Says 
Faith in Industry Shown 
By $7 Million Expansion 


By a Wall Street Journal Staff Reporter 

NEW YORK-R. J. Reynolds Tobacco Co. 
announced a $7 million plant expansion that it 
said symbolizes its determination “to remain 
the nation’s largest manufacturer, of cigar ets” 
and demonstrates the company’s “faith in the 
continued success of everyone in the tobacco 
industry,/’ 

The new facility will be a 128.000-square-foot 
addition to Reynolds’ Whitaker Park cigaret 
factory in Winston-Salem, N.C., bringing total 
floor space there to nearly 750,000' square feet, 
according to A. H. Galloway, president and 
chief executive officer. 

The Whitaker Park plant:, built in 1961 and 
described by Reynolds as the largest cigaret 
factory in the world, makes about 70% of the 
Winston and Camel brand cigarets produced. 
Some 12%. of the firm's sales come from nonto¬ 
bacco products, such as food. 

The addition will be used for tobacco blend¬ 
ing, processing, shipping and material storage, 
Reynolds said. Construction will begin, this 
month and is scheduled to be completed by the 
spring of 1970. 

In October, Reynolds dedicated a previously 
reported $9 million product development: cen¬ 
ter. 

Reynolds’ statement expressing faith in the 


Lorillard Corp. has reported third-quarter earnings of ulmut 
$8 million: or $1.24 per common share, compared with $8.3 
million or $1.25 for the same period last year. Consolidated net 
sales for the quarter were $153.8 million! compared with $147.1 
million in the same quarter of 1967, - J ( 

Net income for the first nine months totaled $22.1 million, 
equal I to $3 j 39 per common share, against $22.7 million^ or I3.4L 
for the same period last year. Consolidated neti sale rose to $-140.2 
million as against $424.6 million for the first nine months of 
1967. 


R. J. Reynolds Tobacco Co. recently announced record 
salts and pre-tax earnings for the third quarter and first nine 
months of 1968. However, net earnings decreased from 1967 be¬ 
cause of the 10% surcharge on Federal income taxes effective 
during 1968. Earnings before taxes on income for the three 
months ended September 30 were $89.11 million compared with 
$88.2 million, in 1967., Nine-month pretax earnings were $243.4 
million or 8.2% above the prior year’s amount of $224:9 million. 
Consolidated net earnings for the third quarter were $4122 mil¬ 
lion, or $1.02 per common share, a decrease from the $43.1 mil¬ 
lion, or $1.05 per common share, for 1967. For the first nine 
months, net sales were $1,472 million, or 3.3% higher than the 
$1,424 million recorded for the same period of 1967. 


Net income of Liggett & Myer*, Inc* rose in the September 
quarter to $7 million, or 89 cents a share, from $6.2 million, 
or 77 cents a share, in the same period lk*L year. Net sales 
climbed to $145,9 million from $1385 million. L&M said third 
quarter sales and earnings reflected a sales rise in alcoholic 
beverages and reflected the inclusion of sales and) earnings of 
the National Oats Co., which acquired: Sept 30; 1967. 

For the nine months period, net income rose to $17.7 million 
from $16.9 million in the corresponding 1967 period. Net sales 
declined to $413.7 million from $425 million last year fur the 
same period. 


tobacco industry appeared to be a response to i , . „ . ir .. , . . f , 

privately aired: criticism, of it by other tobacco I t ,n,c " talc rwwnll f . P ! * 

.companies and industry leaders for allegedly! mil]ion for lls fiscal y car Jul >' 7 as compared w,th earn 

downgrading the industry. The company was | i n 8® $L5 million fur iu previous fiscal year. The company 
the first to publicly concede that antismoking operates vending units and many other, food service facilities, 
efforts and higher cigaret taxes had hurt: ciga* ii/ 
ret consumption. As a result of these, Reynolds 1 


had said, it will: seek future growth outside of 
tobacco products. 

More recently,, Manuel Yellen, chairman of 
Lorillard Corp., attributed 1 the concern’s deci¬ 
sion to merge into Loew’s Theatres Inc. to “the 
present uncertainties with respect to the future 


growth of the tobacco industry.” 
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Consolidated net income of The Gillette Co. for. the nine 
months ended September 30 was $47.8 million a* compared lu 
$45.7 million for the same period in 1967. Net sales wore $$117:8 
million as against $327i5 million. Net income for the three mouths 
ended September 30 was $16.7 million for this Near and $16.1 
million for 1967^ 


American Tobacco Co.’s net income for the first three 
quarters was $66.1 million, or $2.42 per common share; as com¬ 
pared with $65.8 million, or $2.32 per commoni share in 1967. 
Dollar sales for the first nine months were $1,222.6 million as 
compared with $1,118.3 million fur the 1967 periodi Results for 
1968 reflect American Tobacco's 78% interest in Duffy-Moti (’*». 
and 67% interest in Callahcr I.td, 
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The Reporter Dispatch 

A Msmber of th# Gannett Group 

Offices: White Plaint 10 Church Street: 

Mount Kisco: 3S Wed Mala Street — Cornel: U Gleaeido Avenue 

WHITE PLAINS, N.Y., WEO., NOVEMBER 20, I9M 

f Smoke Dreams? 

TALK IS that negotiations are being 
carried on between F. Lorillard Co. and 
builder Salvatore Pepe to have the tobacco 
and diversified manufacturing film be¬ 
come the major leasee of space in the 15- 
*tory office building planned for the Bon- 
wit Teller site on S. Broadway. Neither 
side would confirm the report at this time. 


-h 


/ /•' o 2 7 1 

L&M Preferred Dividend 

Liggett & Myer3 Inc. has declared 
a regular quarterly dividend ofi $1.75 
per 7 per cent preferred! share, pay¬ 
able January 2 to holders of record as 
of December 13. 


UNITED STATES TOBACCO JOURNAI 


November 28, 1968 


Reynolds Declares Dividend 

WINS'TON'-KALKM, N: C K. ,|. 

Itrym.ld.N! T<,b; lm , < Uns ,| rr |hrr.|' a 
regular qtini D rly <JivuJ<n<J ,,f DO n*iil..s 

|H r ::d;o ,M*r (Tilt lu'cfri i'ct! .shmr «,f 

Httx k. pnyiilflc .Inmiary 2 In holllns „f 
u cord! as of l>f(*i*rnlicr JO. 

December 12, 1968 
UNITED STATES TOBACCO JOURNAL 
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Liggett & Myers stockholders 
vote Austin, Nichols merger 

DURHAM; n.c. — Liggett and Myers 
stockholders at a special meeting lien; 

December 3 voted overwhelming; ap¬ 
proval ofi the proposal to take oyer 
Austin,, Nichols and Company, Inc. 1 he 
merger agreement was; endorsed by 
shareholders of; Austin, Nichols on No¬ 
vember 2b, 

Located in Maspeth, L.J., Austin 
Nichols is a leading, importer, bottler, 
rectifier arid distributor of alcoholic 
beverages. 

Among, its brands are Wild 1 urkey 
bourboni wliiskv: Grant’s eigbthvear-old 
Scotch whisk v; Campari, an Italian 
apertif; and Metaxa, a Greek brandy. 

Austin. Nichols: thus willi become the 
sixth non-tobacco acquisition, in Liggett 
and! Mvers’ long-term diversification 
program - which began in 1964. 

The others are; Allen Products Corm 
panv. Inc., manufacturer of pet foods; 
the Paddington Corporation arid Caril- 
' " ‘ Ion. Ltd., both liquor importers; the 
National Oats Company, producer of 
packaged: cereals. and 1 fifite Industries. 

Inc., maker of popular-priced watch 
bands._ 

Source: https://www.industrydocuments.ucsf.edu/docs/ykjkQOOO ' 
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f Smoke Dreams? 

TALK IS that negotiations are being 
carried on between F. Lorillard Co. and 
builder Salvatore Pepe to have the tobacco 
and diversified manufacturing film be¬ 


come uie major leasee of space in the 15- 
*tory office building planned for the Bon- 
wit Teller site on S. Broadway. Neither 
side would confirm the report at this time. 
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L&M Preferred Dividend 

Liggett & Myers Inc. has declared 
a regular quarterly dividend ofi $1.75 
per 7 per cent preferred! share, pay¬ 
able January 2 to holders of record as 
of December 13. 


'Reynolds Declares Dividend 
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Liggett & Myers stockholders 
vote Austin, Nichols merger 

Durham, n'.c. — Liggett and Myers 
stockholders, at a special meeting here 
December 3 voted overwhelming; ap¬ 
proval ofi the proposal to take over 
Austin, Nichols iind Company, Inc-1 hr 
merger agreement was; endorsed by 
shareholders of; Austin,. Nichols on No¬ 
vember 26. 

Located in Maspeth, L.J., Austin 
Nichols is a leading, importer, bottler, 
rectifier arid distributor of alcoholic 
beverages. 

Among; its brands arc Wild Turkey 
HourHoni wliiskv: Grant's eight!-year-old 
Scotch whisky; Campari, an Italian 
apertif; and Metaxa, a Creek brandy. 

Austin. Nicliols: thus willi become the 
sixth non-tobacco acquisition! in Liggett 
and! Misers’ long-term diversification 
program which began in 1964. 

The others are: Allen Products Corfu- 
panv. Inc., manufacturer of pet foods; 
the Paddington Corporation and Caril- 
’ ' Ion., Ltd., both liquor importers; the 

National Oats Company, producer of 
putkasedi cereals, and! finite Industries. 

Inc., maker of popular-priced watch 
' bands.___■__ 

Sou. :e: https://www.industrydocuments. csf.ed /doGs/ykjkQG0O 
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The Reporter Dispatch 

A Msmber of th# Gannett Group 

Offices: White Plaint 10 Church Street: 

Mount Kisco: 3S Wed Mala Street — Cornel: U Gleaeido Avenue 

WHITE PLAINS, N.Y., WEO., NOVEMBER 20, I9M 

f Smoke Dreams? 

TALK IS that negotiations are being 
carried on between F. Lorillard Co. and 
builder Salvatore Pepe to have the tobacco 
and diversified manufacturing film be¬ 
come the major leasee of space in the 15- 
*tory office building planned for the Bon- 
wit Teller site on S. Broadway. Neither 
side would confirm the report at this time. 
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L&M Preferred Dividend 

Liggett & Myer3 Inc. has declared 
a regular quarterly dividend ofi $1.75 
per 7 per cent preferred! share, pay¬ 
able January 2 to holders of record as 
of December 13. 
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December 12, 1968 
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Liggett & Myers stockholders 
vote Austin, Nichols merger 

DURHAM; n.c. — Liggett and Myers 
stockholders at a special meeting lien; 

December 3 voted overwhelming; ap¬ 
proval ofi the proposal to take oyer 
Austin,, Nichols and Company, Inc. 1 he 
merger agreement was; endorsed by 
shareholders of; Austin, Nichols on No¬ 
vember 2b, 

Located in Maspeth, L.J., Austin 
Nichols is a leading, importer, bottler, 
rectifier arid distributor of alcoholic 
beverages. 

Among, its brands are Wild 1 urkey 
bourboni wliiskv: Grant’s eigbthvear-old 
Scotch whisk v; Campari, an Italian 
apertif; and Metaxa, a Greek brandy. 

Austin. Nichols: thus willi become the 
sixth non-tobacco acquisition, in Liggett 
and! Mvers’ long-term diversification 
program - which began in 1964. 

The others are; Allen Products Corm 
panv. Inc., manufacturer of pet foods; 
the Paddington Corporation arid Caril- 
' " ‘ Ion. Ltd., both liquor importers; the 
National Oats Company, producer of 
packaged: cereals. and 1 fifite Industries. 

Inc., maker of popular-priced watch 
bands._ 

Source: https://www.industrydocuments.ucsf.edu/docs/ykjkQOOO ' 
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R. J. Reynolds 
Boosts Stake 
In Cigarettes 

WINSTON-SALEM, N. C. — In a 
move it said symbolizes its faith “in 
the continued! success of everyone in 
the tobacco industry—growers, ware^ 
housemen, distributors and manufac^ 
tureis alike*' and its own “determina¬ 
tion to remain the nation's largest 
manufacturer of cigarettes,” R. J. 
Reynolds Tobacco Co. on Fridhy am 
nounced a $7,000,000 expansion pro¬ 
gram for its Whitaker Park cigarette 
manufacturing plant here, described 
as the world’s largest. 

The program, announced by A. H. 
Galloway,, Reynolds’ president and 
chief executive officer, calls for the 
addition of 128,000 square feet to the 
Whitaker Park plant, bringing the 
total floor space at the facility to al- 


(Continued om Page 10) 


R. J. Reynolds 
Boosts Stake 
In Cigarettes 

(Continued from Page 1) 


most 750,000 square feet. The new 
space will be used for tobacco blend¬ 
ing, tobacco processing, shipping and 
material storage. 

Mr. Galloway said the expansion of 
Whitaker Park represents not only 
extra space to meet current production 
requirements, but room for growth to 
meet increased demands of the future. 

Construction on the Whitaker Park 
addition: is scheduled to begim this 
month and be completed by spring of 
1 i»70. Design, construction and all in¬ 
terior finishing will be handled by 
Reynolds’ engineering department,, 
which also built the existing Whitaker 
Park facilities nearly eight years ago. 

The capacity for future expansion 
was one of the specifications in the 
dbsign of the original Whitaker Park 
plant. Thus, construction of the addi¬ 
tion will be facilitated by removing 
precast concrete exterior wall units. 

“Reynolds’ concept in building Whit¬ 
aker Park,” Mr. Galloway said, “was 
to create a completely integrated cig¬ 
arette manufacturing facility with 
capabilities for tobacco blinding, mak¬ 
ing and: packing cigarettes, shipping 
and storing necessary production ma¬ 
terials. 

“The new space will increase Whit¬ 
aker Park's capacity to do all these 
things as well as increase the overall 
manufacturing efficiency at the plant.” 

Most of the tobacco blinding for 
Reynolds is currently being done in 
facilities in downtown Winstbn-Salbm 
that are working beyond the pnjcHic.- 
tion levels for which they were design¬ 
ed. Congestion in the downtown area, 
has, made expansion to meet increased! 
production demands virtually impossi¬ 
ble; 

The downtown blending operation 
will continue full-time even after the 
Whitaker Park addition is completed. 
Company officials said the expansion 
program will have little effect on Rey¬ 
nolds employment either in hiring new 
^personnel or in transferring current 

employes. 

The Whitaker Park plant was com¬ 
pleted in mil and is but one part of 
the 29()-ncre Whitaker Park Center 
north of downtown Winston-Salem 
which also includes extensive tobacco 
storage facilities and Reynolds’ recent¬ 
ly dedicated $9,000,000 Development 
Center. 


<3 

03 

o 

O 

o 

o 

<3 

m 

O; 

Eh 


CO 

H 


Q 

m 

Eh 

£ 


oo 

toi 

04 


C4 


u 

<u 

X3 


S 

4 ) 



Source: https://wwwjndustrydocuments.ucsf.edu/dbGS/yklHO0OG.. 
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